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The  PMI  claims  system. 
A    clear    benefit    for  all 
pharmacists  enjoying  PMI 
business    or  personal 
insurance  protection. 
Designed  to  be  swift 
and  simple,  it  aims  to 


respond  to  claims  quickly  and 
efficiently. 

Add  to  that  highly  competitive 
premiums  and  you'll  find 
an   insurance  service 
which  would  set  anybody 
whistling. 
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Hats  off  to  Hillingdon  FHSA  for  being  at  the  forefront  of 
pushing  for  a  practical  solution  to  the  problems  posed  by 
new  regulations  governing  the  disposal  of  pharmaceutical 
waste.  In  the  "good  old  days",  DUMP  campaigns  were  a 
common  occurrence  and  no  one  could  deny  the  good  they 
did  by  bringing  the  safety  of  medicines  in  the  home  to  the 
attention  of  the  public,  and  ensuring  that  hoards  of 
unwanted  drugs  were  disposed  of  properly.  Recently, 
however,  such  campaigns  have  become  few  and  far 
between  as  the  paper  work  and  red-tape  has  become  too 
onerous.  The  result  has  undoubtedly  been  a  stock  pile  of 
medicines  in  the  least  desirable  place  —  patients'  homes! 

Hillingdon,  although  having  spent  18  months  battling 
with  the  problem,  are  not  yet  at  the  end  of  the  road  —  they 
still  can't  accept  returned  liquid  medicines,  for  example. 
And  many  people  will  be  waiting  to  see  just  how  the 
scheme  works  in  practice,  particularly  the  requirement 
that  pharmacists  record  the  nature  and  quantity  of  any 
medicines  returned.  Just  how  much  time  and  effort  this 
will  require  and  how  often  the  description  "unidentifiable 
returns"  can  be  used,  remains  to  be  seen.  After  all,  short  of 
doing  a  chemical  assay  on  all  small  white  unmarked 
tablets,  this  may  be  all  that  is  possible. 
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But  once  again,  as  in  so  many  things  pharmaceutical, 
there  is  the  question  of  money.  The  LPC  is  currently 
happy  with  the  arrangements,  recognising  that  at  least  it 
is  now  able  to  offer  the  public  a  proper  collection  and 
disposal  service.  For  the  first  12  months  at  least,  sponsor- 
ship from  pharmaceutical  companies  is  taking  care  of  the 
bill.  But  what  happens  after  that?  Arguing  that  the  service 
also  benefits  those  pharmacists  who  have  to  dispose  of 
out-of-date  stock,  the  FHSA  has  tentatively  suggested  that 
it  may  "go  dutch"  with  contractors  over  future  costs. 

As  LPC  secretary  Mike  Levitan  points  out,  although 
some  pharmacists  may  make  use  of  the  service  for  small 
quantities  of  out  of  date  stock,  that  is  likely  to  be  a  minor 
part  of  the  total  to  be  destroyed.  The  vast  majority  will 
come  from  the  public.  Once  again,  it  seems,  pharmacists 
could  he  asked  to  dip  into  their  pockets  to  help  fund  a 
service  which  many  FHSAs,  while  pleading  tight  budgets, 
regard  as  something  that  should  be  offered  by  all. 

If  ever  there  was  an  argument  for  the  Department  of 
Health  to  step  in,  smooth  the  path  for  a  nationwide, 
standardised  scheme  with  adequate  funding  for  the 
mechanics  of  the  service,  promotion  to  the  public,  and 
remuneration  for  pharmacists,  this  is  surely  it. 
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Hillingdon  gets  to 
grips  with  waste  regs 


Hillingdon  Family  Health 
Services  Authority  have  launched 
an  ongoing  pharmaceutical  waste 
collection  and  disposal  scheme 
after  consultation  with  the 
London  Waste  Regulation 
Authority. 

The  scheme  allows  community 
pharmacists  to  dispose  of  their 
own  out-of-date  stock,  and 
medicines  returned  by  the  public, 
yet  still  comply  with  legislation 
covering  the  disposal  of  special 
waste. 

"We  feel  that  we've  got 
something  that's  workable,  that 
complies  with  the  regulations 
and  looks  like  its  a  practical 
scheme  that  pharmacists 
themselves  can  handle,"  FHSA 


administrative  assistant  Carol 
Edwards  told  C&D.  "It  is  a 
valuable  service  for  both  the 
pharmacist  and  the  community." 

The  Hillingdon  scheme  (see 
box  for  details)  is  the  result  of  an 
18  month  search  for  a  satisfactory 
solution.  It  will  operate  from  57 
of  the  area's  64  pharmacies  and 
has  met  with  some  mixed 
reaction,  said  Ms  Edwards. 

"Some  pharmacists  feel  the 
regulations  expect  too  much  of 
them,"  she  explained.  Many  see  it 
as  a  good  scheme  but  they  don't 
like  the  prospect  of  having  to 
identify  tablets  that  are  returned 
from  the  public.  Others  have 
welcomed  the  system  as  a  means 
of    offering    the    service  of 


accepting  unwanted  medicines 
and  being  able  to  dispose  of  them 
within  current  regulations. 

Eight  of  Hillingdon's 
pharmacies  have  so  far  declined 
to  take  part  in  the  scheme,  one  of 
which  is  a  member  of  a  large 
multiple  which  already  has  its 
own  arrangements,  said  Ms 
Edwards. 

At  present  the  FHSA  has  left  it 
open  to  pharmacists  to  decide 
whether  to  participate  or  not.  But 
because  of  recommendations  in 
the  Patient's  Charter  and  in  the 
recent  Joint  Working  Party 
report  into  community 
pharmacy,  the  Authority  is  keen 
to  see  all  contractor  pharmacists 
offering  a  DUMP  service. 


THIS.  \S  THE  B.IN)  Foi?  "THE 
UNWANTED  METMClNES,  THM"'S 
THE  Bis*  FoR    ML  THE 
RELETVAslT  paperwork 


The  FHSA  is  reminding  any 
pharmacist  who  continues  to 
accept  and  dispose  of  unwanted 
medicines  by  a  method  not 
within  current  legislation  that 
fines  for  non-compliance  are  set 
to  rise  substantially  from  April  1 
next  year. 

Currently  the  Hillingdon 
scheme  will  only  apply  to  tablets, 
capsules,  powders,  cytotoxics, 
ampoules,  Controlled  Drugs 
returned  by  patients  (not  the 
pharmacist's  own)  and  small 
quantities  of  aerosols  and 
ointments  and  creams.  No  liquid 
waste  is  accepted. 

The  FHSA  is  hoping  to  follow 
this  scheme  with  negotiations 
with  another  waste  company  who 
can  take  and  destroy  liquid  waste. 

Footing  the  bill 

Sponsorship  by  three 
pharmaceutical  companies 
means  that  the  service  will  run 
for  the  first  12  months  (two! 
collections  at  six  monthly^ 
intervals)  at  no  cost  to 
pharmacists  or  the  FHSA. 

After  this,  the  situation  will  be 
reviewed.  As  the  Authority 
believes  the  scheme  benefits  both 
the  public  and  pharmacists, 
because  it  allows  them  to  dispose 
of  their  own  out-of-date  stock, 
one  solution  is  that  contractors 
would  pay  half  and  the  Authority 
the  rest. 

Secretary  of  the  Local 
Pharmaceutical  Committee  Mike 
Levitan  said  the  LPC  was  happy 
with  the  resulting  scheme  but 
were  opposed  to  any  suggestion 
that  contractors  should  pay  to 
offer  the  service. 

"It  should  be  a  service  funded 
adequately  by  the  Department  of 
Health  to  meet  the  costs  of  the 
service  and  remuneration  for 
pharmacists  providing  the 
service,"  he  said. 

Waste  generated  from  the 
pharmacy  was  likely  to  be  a  small 


Watch  those  food  supplements! 


Food  Labelling  (Amendment) 
Regulations  1990  mean  that  from 
June  20,  it  is  illegal  to  sell  most 
foods  without  a  "best  before'  or 
"use  by"  date  —  including 
unlicensed  food  supplements. 

While  most  manufacturers 
have  been  aware  of  these 
impending  regulations  for  some 
time  and  have  date  stamped  their 
products  accordingly,  there  may 
be  some  supplements,  either  on 
the  shelves  or  in  the  distribution 
chain,  which  are  not  properly 
datemarked. 

"A  lot  of  products  were  in 
circulation  before  the  regulations 
were  even  thought  of,  let  alone 
passing  through  the  pipeline," 
says  Adrienne  Mayes, 
administrator,  Health  Food 
Manufacturers  Association  (Code 
of  Advertising  Practice).  Health 
food  stores  are  most  likely  to  be 
affected,  and  Dr  Mayes  says  some 
retailers      may      well  find 
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themselves  with  a  shop  "half  full 
of  undated  products". 

The  PAGB  understands  that 
LACOTS  (Local  Authority 
Co-ordinating  Body  on  Food  and 
Trading  Standards)  will  allow 
existing  stock  that  is  not 
datemarked  to  be  sold.  However, 
any  retailers  requiring  further 
guidance  should  contact  their 


local  authority  trading  standards 
officer  or  environmental  health 
department. 

The  amended  regulations  also 
cover  baby  foods  and  milks, 
confectionery,  and  drinks.  Some 
of  the  foods  that  are  exempt 
include  soft  drinks,  fruit  juice, 
some  alcoholic  drinks,  and 
chewing  gum. 


Consultation  document 


The  MCA  has  issued  a 
consultation  document  listing 
proposed  legislative  changes  in 
order  to  implement  EC  Directives 
on  labelling,  package  leaflets  and 
advertising. 

Under  Directive  92/27/EEC, 
manufacturers  must  provide 
package  leaflets  unless  all  the 
necessary  information  for  users  is 
included  on  the  immediate  or 
outer  packaging.  Patients  will  be 


expressly  invited  to  tell  doctors  or 
pharmacists  about  undesirable 
effects  not  mentioned  in  the 
leaflet.  New  products  must 
comply  by  January  1,  1994,  and 
existing  products  from  the  next 
product  licence  renewal. 

The  Directive  92/28/EEC  on 
the  Advertising  of  Medicinal 
Products  for  Human  Use  is  still 
expected  to  be  incorporated  into 
UK  legislation  by  January  1, 1993. 


NPA  to  host 
international 
gathering 

Leading  representatives  of 
community  pharmacy  from 
Australia,  New  Zealand,  USA, 
South  Africa,  Canada  and  the  !| 
Republic  of  Ireland  will  gather  in 
St.  Albans  for  their  annual 
"Pharmintercom"  meeting  on 
September  22-23. 

It  is  an  opportunity  for 
community  pharmacy 
representatives  to  report  on 
major  problems  being  faced  by 
pharmacists  especially  in  relation 
to  payment  by  their  respective 
governments  for  NHS  services  or 
their  equivalents. 

The  meeting  will  be  chaired 
jointly  by  NPA's  Joe  King  and 
PSNC's  David  Sharpe.  Tim  Astill 
describes  the  annual  event  as 
among  the  most  important  and 
valuable  in  his  calendar. 
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part  of  the  overall  waste  for 
disposal,  he  said.  "Pharmacists 
are  fairly  astute  businessmen  and 
no  one  in  their  right  mind  would 
purchase  vast  quantities  of  drugs 
that  are  likely  to  go  out  of  date 
and  need  to  be  thrown  away." 

While  some  contractors  were 
undoubtedly  caught  out  when 
local  prescribing  practices 
changed,  asking  pharmacists  to 
pay  for  disposal  was  akin  to 
penalising  them  twice,  Mr 
Levitan  added. 

Pharmacists  who  attended  the 
launch  of  the  scheme  at  the  end 
of  June  were  able  to  collect  their 
first  60  litre  bin.  Others  who  have 
not  yet  received  their  bin  can 
collect  it  from  the  FHSA  offices. 
The  first  collection  is  planned  for 
November. 


Publicity  for  the  scheme  will 
include  posters  which  encourage 
people  to  return  their  medication 
to  pharmacists  and  book  markers 
are  being  produced  for  libraries 
covering  advice  on  keeping 
medicines  safe  and  returning 
them  to  pharmacies. 

If  interest  demands,  the  FHSA 
will  produce  a  guide  on  the 
organisation  of  a  pharmaceutical 
waste  disposal  scheme. 
•  Tim  Astill,  director  of  the 
National  Pharmaceutical 
Association,  has  written  to  Peter 
Lilley,  the  Secretary  of  State  for 
Social  Services,  and  to  Michael 
Heseltine,  Secretary  of  State  for 
Trade  and  Industry,  complaining 
about  unnecessary  bureaucracy 
being  placed  on  contractors, 
including  the  waste  regulations. 


How  the  scheme  works 


•  Under  contract,  Clinical 
Waste  (UK)  Ltd  will  supply  waste 
containers  and  complete  the 
pre-notification  copy  of  the 
consignment  note  on  behalf  of 
the  producer  (as  part  of  the 
subcontract  service)  to  collect, 
carry  and  arrange  incineration 
of  the  waste. 

•  Each  participating  pharmacy 
is  supplied  with  a  60  litre  bin 
which  holds  approximately  18 
kilos  of  waste. 

•  Pharmacists  also  have  a 
triplicate  book  and  as  returns  are 
placed  in  the  bin  they  enter  into 
the  book  either  the  generic 
name  or  brand  name  and  the 
quantity  returned.  Where 
returns  are  not  identifiable,  the 
entry  "unidentifiable  returns" 
can  be  used. 

•  The  pharmacist  is  provided 
with  the  necessary  consignment 
note  to  complete  and  return  to 
Clinical  Waste  (UK)  ten  days 
before  collection.  At  this  point 


the  bin  should  be  sealed.  The 
pharmacist  will  attach  one  copy 
of  the  list  of  returned  drugs  to 
the  consignment  notes. 

•  Clinical  Waste  (UK)  will 
forward  the  documentation  to 
the  Waste  Regulation  Authority 
seven  days  prior  to  the 
collection. 

•  On  the  collection  day,  the 
driver  will  complete  a  section  of 
the  consignment  note  with  the 
producer  completing  the  final 
part.  The  producer  must  keep 
his  copy  for  at  last  two  years. 

•  The  bin  will  be  removed  and  a 
new  one  supplied. 

•  If  bins  are  filled  and  further 
ones  required,  these  are 
available  from  the  FHSA. 

•  Full  details  of  the  scheme  are 
available  from  Carol  Edwards, 
Administrative  Assistant, 
Hillingdon  FHSA,  Cromwell 
House,  4345  High  Street, 
Ruislip,  Middlesex  HA4  7BA  (tel: 
0895678383). 


Oral  syringes 

The  Government  is  satisfied 
that  sufficient  information  is 
available  to  the  public  to 
explain  the  change  in  the  5ml 
dilution  convention,  said 
Minister  for  Health,  Dr  Brian 
Mawhinney,  in  a  written 
parliamentary  question. 

Scottish  statistics 

A  total  of  3,830,804 
prescriptions  were  dispensed 
by  pharmacists  and  appliance 
suppliers  in  Scotland  in  March 
this  year.  The  gross  cost  was 
£30,066,091.94  (net  cost 
£28,255,350.54).  The  cost  per 
prescription  for  those 
dispensed  by  pharmacists  only 
was  £7.79  gross,  £7.32  net. 

Maternity  care 

The  Government  has 
announced  new  initiatives  on 
maternity  care.  A  maternity 
services  task  force  will 
disseminate  information  and 
ensure  continuity  of  care 
through  pregnancy  and 


childbirth,  and  an  expert 
committee  will  review  policy 
on  care  during  childbirth. 

Pressure  sores 

Pressure  sores  —  Prevention 
and  Woundcare  —  is  the 
subject  of  an  educational 
video  sponsored  by  Britcair.  A 
leaflet  lists  articles  for  further 
study  and  addresses  of 
suppliers  of  equipment  and 
woundcare  products.  Copies 
(£35)  are  available  from  Dave 
Knowles  Films,  16  Solent  Road, 
Dibden  Purlieu,  Hants  S04 
5QG  (tel:  0703  842190). 

Waiting  lists  drop 

There  has  been  a  97  per  cent 
reduction  in  the  number  of 
people  waiting  for  more  than 
two  years  for  NHS  inpatient 
treatment,  says  a  NAHAT 
survey,  i  he  total  waiting  for 
more  than  a  year  has  fallen  by 
40  per  cent.  The  number  of 
day  cases  treated  between 
1990/91  and  1991/92  has 
increased  by  33  per  cent. 


Divided  opinion  over 
possible  return  of  Halcion 


Opinion  over  whether  Halcion 
should  be  returned  to  the  UK 
market  appears  to  be  divided 
following  reports  that  the 
Medicines  Commission  has 
recommended  that  the  0.125mg 
strength  should  be  available. 

Despite  this,  the  UK  Licensing 
Authority  has  proposed 
revocation  of  the  product  licence 
for  both  strengths  —  0.125mg 
and  0.25mg.  Manufacturers 
Upjohn  have  confirmed  that  they 
intend  to  proceed  with  an  appeal 
process. 

In  a  statement,  the  company 
says  they  have  been  informed  that 
a      Government  appointed 


scientific  advisory  committee  has 
recommended  that  Halcion 
tablets  should  be  available. 

In  a  confidential  report,  the 
Medicines  Commission  has 
recommended  that  Halcion 
should  be  available  at  a 
recommended  dosage  range  from 
0.125mg  to  0.25mg.  However, 
only  the  0.125mg  strength 
should  be  on  the  market. 

Theodore  Cooper,  Upjohn's 
chairman  and  chief  executive 
officer,  said:  "We  will  take  all  the 
steps  we  need  in  order  to  get  this 
product  restored  to  patients  and 
physicians  in  the  United 
Kingdom." 


Pharmacy  role  in 
asthma  survey 


Community  pharmacists  are 
being  asked  to  co-operate  in  a 
nationwide  survey  into  the 
impact  of  asthma  on  children's 
lives. 

Action  Asthma,  an  educational 
initiative  launched  in  1990,  has 
produced  a  questionnaire 
targeted  at  asthmatics  of  school 
age.  One  million  of  these  will  be 
distributed  over  the  next  six 
months  through  pharmacies,  GP 
surgeries,  hospital  clinics  and 
schools. 

The  survey's  12  questions  are 
designed  to  investigate  the  full 
impact  of  asthma  on  asthmatic 
children  and  to  identify  areas 
where  life  style  improvements 
may  be  achieved. 

Areas  covered  include:  the 
frequency  of  wheezing, 
breathlessness,  coughing  and 
night-time  wakening;  the  effects 
of  asthma  on  participation  in 
sports  at  school;  schools'  policies 
on  the  use  of  asthma  medication; 
restrictions  to  everyday  activities; 
and  the  frequency  of  GP  or 
hospital  visits  due  to  asthma. 

Although  considerable 
research  has  been  carried  out 
into  adult  asthma,  there  is  little 


current  information  available 
concerning  the  impact  of  asthma 
on  children's  lives. 

Despite  increasing  awareness 
of  the  condition,  and  the 
availability  of  effective 
treatments,  hospital  admission 
rates  for  the  under  four's 
increased  almost  seven  fold 
between  1970  and  1986.  GP 
consultations  have  doubled  in  the 
last  decade. 

Speaking  at  the  survey's 
launch,  Dr  Jon  Couriel, 
consultant  paediatrician  at  the 
Booth  Hall  Children's  Hospital  in 
Manchester,  said  the  survey  was 
designed  to  give  asthmatic 
children  a  chance  to  say  how  they 
were  affected  personally  by  the 
condition. 

"This  information  will  provide 
indications  as  to  the  level  of 
asthma  control  being  achieved 
and  where  improvements  in  the 
management  of  the  condition  can 
be  made." 

Additional  copies  of  the 
questionnaire  can  be  obtained  by 
writing  to  Young  Asthmatics 
Survey,  Shire  Hall 

Communications,  3  Olaf  Street, 
London  W114BE. 


National  headache  survey 


Community  pharmacists  are 
being  asked  to  distribute  a 
questionnaire  on  headaches  and 
migraine  in  an  attempt  to 
generate  research  data  on  these 
common  conditions. 

"The  National  Headache 
Survey"  is  sponsored  by  Glaxo 
Laboratories  and  questionnaires 
are  being  distributed  to  the 
public  through  pharmacies. 

The  survey  includes  questions 
on  type  of  headache,  symptoms, 
who  is  asked  for  advice,  and  the 
type  of  preparations,  if  any,  taken 
for  relief.  For  each  completed 
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form  Glaxo  will  donate  £1  to  the 
British  Migraine  Association. 

Results  will  be  used  to  assist 
the  company  in  developing 
patient  education  material. 
Results  will  also  be  analysed 
regionally  and  sent  to 
participating  pharmacies  to  help 
them  to  understand  the  needs  of 
their  customers. 

Pharmacists  wanting  further 
information  should  contact 
Cressida  Ward,  Vox  Prism 
International,  Pinewood  Studios, 
Iver  Heath,  Bucks  SLO  0NH  (tel: 
0753  631033). 
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Community  pharmacists: 
purchaser/provider  roles 


For  the  future,  community 
pharmacists  need  to  think  in 
terms  of  becoming  purchasers  or 
providers  of  care,  Mary  McVerry, 
head  of  primary  care  at  Mersey 
RHA  told  a  recent  Mersey 
Academic  Pharmacy  Practice 
Unit  meeting. 

Purchasers  would  need  to 
identify  ways  of  maximising 
investment  in  prescribing  and  at 
the  same  time  achieving  value  for 
money.  Providers  would  need  to 
develop  options  for  using  skills 
and  qualifications  that  they  hold 
—  using  them  to  greater  effect 
than  at  the  moment,  she  said. 

Speaking  on  the  problems  and 
opportunities  of  prescribing  and 
dispensing  at  the  hospital/general 
practice  interface,  Mrs  McVerry 
said  that  community  pharmacists 
will  shortly  notice  changes. 

Her  message  was:  "Help  us  get 
it  right  or  put  up  with  it  when  we 
get  it  wrong  but  do  not  expect  to 
be  able  to  opt  out  of  these 
changes.  They  are  coming  and 
coming  soon.  Help  us  make  the 
changes  the  right  ones." 

Changes  were  likely  to  result 
from  moves  towards  hospital 
trusts,  GP  fundholding,  primary 
care  teams  and  the  White  Paper 
"Caring  for  People",  she  said. 

It  was  time  for  community 
pharmacists  to  review  their 
position  in  the  primary  care 
teams  of  the  future,  Mrs  McVerry 
explained.  Their  professional 
skills  could  perhaps  be  used  to 
provide  a  consultant  service  —  a 
specialised,  knowledge-based 
function,  independent  of 
dispensing-based  services. 

As  a  member  of  the  primary 
care  team,  the  consultant 
pharmacist  could  provide  an 
in-service  educational 
programme  to  improve  the 
teams'  administrative  and 
clinical  performance  and  provide 
a  forum  for  team  members  to 
communicate,  identify  and  solve 
prescribing  problems. 

They  could  also  carry  out  drug 
regime  reviews,  protecting 
patients  from  non-essential  drug 
therapy  and  adverse  drug 
reactions,  and  develop 
communication  procedures  with 
medical  and  nursing  staff,  she 
added. 

A  consultant  pharmacist  could 
also  assist  in  patient  monitoring 
by  eliminating  unnecessary, 
harmful  or  potentially  harmful 
drugs,  and  reducing  costly 
laboratory  procedures.  They  also 
had  a  role  to  play  in  identifying 
situations  where  therapy  could  be 
tailored  or  improved.  This  may 
involve  the  use  of  in-house 
formularies  or  a  review  of  repeat 
prescribing  programmes. 

The  Government's  White 
Paper  "Caring  for  People"  could 
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have  impacts  on  the  care  of 
people  in  residential  and  nursing 
homes,  said  Mrs  McVerry. 
•  Peter  Rowe,  regional 
pharmaceutical  adviser  at  Mersey 
RHA  told  the  meeting  that  DHAs 
and  FHSAs  will  merge  to  form 
single  purchasing  authorities 
within  two  years. 

Currently  the  RHA  had 
responsibility  for  community 
medicine  costs,  hospital 
medicine  costs  and  hospital 
pharmacy  staff  costs,  he  said.  "It 
is,  I  would  suggest,  only  a  matter 
of  time  before  the  final  element 
—  community  pharmacists  fees 
are  also1  added  to  the  picture". 

As  a  result,  the  provision  of 
medicines  and  the  provision  of 
pharmaceutical  services  will  truly 
compete  with  all  other  elements 
of  the  health  service  for 
resources,  said  Mr  Rowe. 

"True  competition  will  apply 
and  pharmacy  will  only  survive 
and  grow  if  it  can  be 
demonstrated  that  what  we 
contribute  gives  greater  value  in 


terms  of  health  outcomes  than 
other  parts  of  the  service." 

Pharmacy  must  become  a 
profession  centred  on  the  patient 
not  the  product,  said  Mr  Rowe. 

"In  all  parts  of  our  profession 
highly  trained  experts  in 
medicine  spend  much  of  their 
time  concerned  with  distributing 
products,"  he  said.  "I  can  think  of 
other  ways  of  distributing 
products  that  don't  need  highly 
trained  professionals  but  I  can't 
think  of  any  ways  of  providing  a 
patient  with  comprehensive 
pharmaceutical  care  which  don't 
involve  a  pharmacist." 
•  Jeremy  Clitherow,  pharmacy 
member  of  Liverpool  FHSA,  said 
that  communication,  liaison  and 
teamwork  with  empathy,  would 
eradicate  all  the  problems 
associated  with  prescribing  and 
dispensing  at  the  hospital/ 
general  practice  interface  and 
turn  them  into  opportunities. 

"Team  effort,  not  lone 
crusades,  produce  efficiency,"  he 
said. 


Irish  pharmacists 
asked  for  views 
on  the  future 


Pharmacists  in  the  Irish  Republic 
are  being  asked  for  their  views  on 
the  future  of  the  profession 
including  their  thoughts  on  the 
performance  of  the  Council  of  the 
Pharmaceutical  Society. 

In  a  letter  to  all  pharmacists, 
PSI  president  Tim  Lawlor  says 
that  the  Council  has  recently 
decided  to  take  steps  to  enhance 
the  professional  practice  and 
image  of  community  pharmacy. 
However,  before  any  action  is 
taken,  the  Council  wants  to  assess 
the  current  situation. 

Pharmacists  are  being  asked  to 
complete  a  questionnaire  which 
includes  a  section  on  the  image  of 
community     pharmacy  and 


whether  patients,  medics,  nurses, 
Government  officials,  the  media 
etc,  see  pharmacists  as  healthcare 
professionals,  as  professional 
businessmen,  or  as  retailers. 

The  respondents  are  also  being 
asked  how  the  PSI  Council  fares 
in  a  number  of  areas  including 
providing  PR  for  pharmacy  in 
general,  education,  enforcing 
pharmacy  legislation,  developing 
and  maintaining  standards  of 
practice  and  safeguarding  the 
profession's  interests. 

Space  at  the  end  of  the 
questionnaire  is  left  for 
respondents  to  list  what  they 
think  are  the  key  issues  for  the 
future  of  pharmacy. 


Health  Committee 


Inquiries  into  NHS  dental 
services  and  the  implementation 
of  community  care  policies  are  to 
be  undertaken  by  the  newly 
appointed  Commons  Health 
Select  Committee. 

The  proposed  European 
Directive  on  the  advertising  of 
tobacco  products  will  also  be 
probed  by  the  Committee. 

Marion  Roe,  Conservative  MP 
and  former  junior  minister,  has 
been  appointed  chairman  of  the 


Committee.  The  other  members 
are:  Roland  Boyes  (Lab),  James 
Clappison  (Cons),  David  Congdon 
(Cons),  David  Hinchliffe  (Lab), 
Jacqui  Lait  (Cons),  Alice  Mahon 
(Lab),  Roger  Sims  (Cons),  the  Rev 
Martin  Smyth  (Ulster  Unionist), 
Michael  Trend  (Cons)  and  Audrey 
Wise  (Lab). 

The  Committee's  remit  covers 
the  NHS  and  local  authority 
social  services  departments  in 
England  and  Northern  Ireland. 


One  in  ten 
eats  enough 
oily  fish 

Although  seven  out  of  ten  people 
are  aware  of  the  protective  effects 
of  fish  oil  only  one  in  ten  eat  the 
recommended  amount  of  oil-rich 
fish  in  their  diet,  says  a  new 
survey  by  Seven  Seas. 

Five  out  of  ten  people  say  they 
don't  eat  oil-rich  fish  because  it  is 
not  convenient  to  buy  while  six 
out  of  ten  people  who  never  eat 
oil-rich  fish  say  they  don't  like  the 
taste. 

"The  Seven  Seas  Pulse  report 
highlights  a  disturbing  UK 
attitude  towards  healthy  eating," 
says  Dr  Derek  Shrimpton, 
scientific  adviser  to  the  Council 
for  Responsible  Nutrition.  "It  is 
important  that  those  of  us  who 
choose  not  to  eat  enough  oil-rich 
fish,  consider  supplementing  the 
diet  with  fish  oil  capsules." 

The  survey  coincides  with  an 
educational  programme  by  Seven 
Seas  and  CORDA,  the  heart 
charity.  Called  "Oiling  the  heart", 
the  campaign  aims  to  detail  the 
benefits  of  fish  oils  in 
maintaining  a  healthy  heart. 

A  free  consumer  leaflet, 
explaining  the  role  of  fish  oils  is 
available  to  the  public  through 
offers  in  the  Press.  It  will  also  be 
distributed  by  Seven  Seas 
representatives  to  pharmacists. 

The  campaign,  launched 
nationwide  on  July  23,  will 
include  a  public  relations 
programme  of  TV,  radio  and 
Press  coverage.  In  addition, 
Seven  Seas  are  spending  more 
than  £500,000  on  a  new 
advertising  campaign  due  to  run 
until  the  end  of  September  in  the 
national  Press  and  women's 
magazines. 

•  Free  copies  of  the  campaign 
leaflet  are  available  from  "Oiling 
the  heart"  leaflet  offer,  Northern 
Mailing,  45  Princess  Avenue,  Hull 
HU53RW. 

Generics  on 
the  up 

In  1991,  41  per  cent  of  all 
prescriptions  were  written 
generically  but  in  the  first  quarter 
of  1992  this  figure  increased  to 
43.2  per  cent.  In  1991,  35.2  per 
cent  of  prescriptions  were 
dispensed  generically. 

This  was  revealed  by  Minister 
for  Health  Dr  Brian  Mawhinney 
in  an  written  answer  to 
Conservative  MP  Neville  Trotter. 

Dr  Mawhinney  also  said  that 
26.6  per  cent  of  the  basic  cost  of 
drugs  (ie  the  Net  Ingredient  Cost, 
excluding  remuneration  for 
dispensing,  VAT,  container  costs 
and  discounts)  related  to  items 
written  generically,  and  13.9  per 
cent  of  the  Net  Ingredient  Cost 
related  to  items  dispensed 
generically. 


Chemist  &  Druggist  25  JULY  1992 


Pack  changes 
for  tampons 
highlight  TSS 

The  Association  of  Sanitary 
Protection  Manufacturers  has 
announced  changes  for  all  packs 
of  tampons  produced  by  its 
member  companies. 

The  new  packaging  will 
include  a  strengthened  notice 
about  toxic  shock  syndrome 
(TSS)  on-pack.  The  notice  reads: 
"Tampons  are  associated  with 
toxic  shock  syndrome.  TSS  is  a 
rare,  but  serious  disease  that  may 
cause  death.  Read  and  save  the 
enclosed  information." 

The  packaging  will  also  give 
details  on  different  absorbencies 
with  advice  to  use  the  lowest 
absorbency  possible.  The  insert 
leaflet  details  TSS  and  advises 
anyone  who  believes  they  have 
symptoms  to  seek  medical  advice 
immediately. 

The  new  packs  will  go  into 
production  at  the  beginning  of 
1993,  to  be  in  the  shops  by  the 
end  of  February  or  March. 

The  move  has  been  welcomed 
by  the  Women's  Environmental 
Network  who  have  been 
campaigning  for  information  to 
be  printed  on  on  tampon  packs 
for  three  years.  However,  WEN  is 
concerned  that  the  new  labelling 
policy  does  not  include  a 
standardisation  of  tampon 
absorbency  ratings. 

Registration 
fees  rise 

Regulations  which  came  into 
effect  on  July  1  increased  the 
registration  fees  for  those  who 
manufacture  medicated  animal 
feeding  stuffs. 

The  Medicines  (Medicated 
Animal  feeding  Stuffs)  (No  2) 
Regulations  1992  (SI  1992,  No 
1520;  HMSO  £3.10)  also  exempt 
pet  shop  owners  from 
registration  if  they  sell  final 
medicated  feeding  stuffs  by  retail 
in  packs  of  5kg  or  less,  providing 
the  medicinal  product  is  not  a 
Prescription  Only  Medicine. 

War  on  skin 
tighteners 

Southwark  Council  in  London 
are  drawing  up  a  strategy  to  curb 
the  sale  of  skin  lightening 
cosmetics  after  a  survey  showed 
that  the  majority  of  products  on 
sale  failed  to  meet  current  legal 
requirements. 

Of  the  33  products  tested 
nearly  half  were  wrongly  labelled. 
Many  had  illegally  high  levels  of 
hydroquinone  while  others 
contained  mercury  or  steroids. 

Full  results  of  the  survey  are 
due  to  be  published  later  this 
month. 


Pharmacy 
gains  a 
champion  in 
Parliament 


Pharmacy  appears  to  have 
acquired  a  vociferous 
parliamentary  champion  in  the 
shape  of  Baroness  Cumberlege, 
the  junior  Health  Minister, 
who,  when  speaking  recently  in 
the  House  of  Lords,  strongly 
defended  her  statements  on 
conflict  of  interest  by 
dispensing  doctors  and  on  the 
increased  costs  to  the  Treasury 
of  doctor  dispensing. 

One  contention  constantly 
referred  to  by  supporters  of 
doctor  dispensing  is  the  right 
of  choice  of  the  patient  for 
dispensing  services.  But  what 
is  omitted  in  the  argument  is 
that  it  is  in  the  client's  best 
interest  for  the  core  provisions 
of  all  professions  to  be  reserved 
as  the  sole  perogative  of  that 
profession.  Pharmacists  are  not 
attempting  to  take  over  the 
diagnostic  role  of  the  doctor. 
Why,  therefore,  are  some  rural 
doctors  attempting  to 
dispense? 

In  the  House  of  Lords  debate 
the  most  sensitive  point  was 
the  perceived  accusation  that 
dispensing  doctors  dishonestly 
benefit  financially  by  their 
activities.  This  accusation  was 
strongly  denied  by  Lady 
Cumberlege,  but  it  is  a  fact 
that  by  dispensing  in 


controlled  areas  to  the  limit  of 
the  regulations  doctors  do 
individually  derive  financial 
gain  and  do  deprive  their 
patients  reasonable  access  to  a 
full  pharmaceutical  service. 

It  was  also  pointed  out  that, 
once  again,  Scottish  practice  is 
at  variance  with  that  in 
England  and  Wales.  In 
Scotland  doctors  only  dispense 
in  the  most  extreme  of  cases 
but  this  has  so  far  not 
precipitated  the  medical 
deprivation  of  rural 
communities  so  frequently 
predicted  South  of  the  Border. 

The  role  of  the  community 
pharmacist  is  changing  and 
eventually  our  payment  system 
will  catch  up  with  this  reality. 
The  advantages  to  the 
community  of  these 
developments  cannot  forever 
be  restricted  to  Scotland  and 
the  urban  areas  of  England  and 
Wales.  Perhaps  Baroness 
Cumberlege's  words  may  have 
been  prophetic  when  she 
acknowledged  that  England  has 
a  lot  to  learn  from  Scotland  on 
rural  matters  and  made  it  quite 
clear  that  in  these  areas  she 
expected  pharmacy,  and  not 
doctors,  to  provide  the 
pharmaceutical  services. 

Maybe  the  time  has  now 
arrived  for  the  regulations  on 
dispensing  applications  in 
controlled  areas  to  be  amended 
such  that  the  "shall  be 
granted"  provision  is  limited  to 
applications  from  pharmacists 
only,  and  doctor  dispensing 
only  initiated  by  the  specific 
request  of  the  FHSA  in 
exceptional  circumstances. 

MPs  set  a 
precedent 
on  expenses 

Moving  from  the  House  of 
Lords  to  the  Commons,  it  was 
nice  to  see  that  members  of 
parliament  are  able  to  keep 
their  priorities  in  perspective 
when  they  voted  themselves  a 
justified  large  increase  in 
expenses  against  the  advice  of 
their  own  Government. 

It  is  clear  that  a  majority  of 
the  House  of  Commons 
understand  that  the  expenses 
element  of  a  public  service 
should  not  be  confused  with 


remuneration,  and  that  if  those 
expenses  are  necessarily 
incurred  then  they  should  be 
repaid  in  full. 

What  an  opportunity  for  the 
Pharmaceutical  Services 
Negotiating  Committee!  Forget 
about  the  Department  of 
Health:  now  is  the  time  to  go 
straight  to  the  top.  PSNC  must 
write  to  every  member  of  the 
Commons  and  demand  that  the 
principle  they  themselves  have 
just  asserted  so  publicly  should 
now  also  be  applied  to 
community  pharmacy. 

Since  the  unilateral  abolition 
by  the  Government  of  the 
"cost"  element  of  our  contract, 
the  public  service  we  provide 
has  had  to  fund  much  of  its 
necessary  expenses  out  of 
remuneration.  That  is  an 
unsustainable,  immoral 
situation  that  can  be  rectified 
since  NHS  contracts  are  now 
controlled,  and  the  expenses  of 
any  one  contractor  easily 
identified  by  the  FHSA. 

Parliament  has  established 
its  own  precedent.  It  must  now 
be  persuaded  to  apply  that 
principle  to  its  public  servants. 

Take  a  stand 
on  plastic! 

1  have  always  refused  to  accept 
the  payment  of  prescription 
charges  by  credit  card  on  the 
basis  that  this  is  a  tax  for 
which,  as  an  unpaid 
involuntary  collector,!  am 
unable  to  reclaim  the 
commission  expenses.  I  will, 
therefore,  only  accept  cash  or 
cheque. 

It  seems  this  stance  may  be  a 
contravention  of  the  terms  of 
my  agreement  with  the  card 
processors  (NPA  Supplement 
July)  but  the  alternative,  which 
is  to  charge  the  patient  the 
commission,  could  be  a  breach 
of  my  NHS  contract! 

What  a  ludicrous  situation!  I 
never  asked  to  collect  these 
charges  in  the  first  place  and 
plastic  was  only  invented  by 
the  banks  for  their  own 
convenience,  not  mine.  I  will 
continue  to  refuse  these  cards 
against  prescription  charges 
and  give  a  reasonable 
explanation  to  the  patient. 

So  far  I  have  had  no 
problems  and  each  query 
properly  handled  reinforces  the 
point  that  this  is  a  tax  on  the 
patient  and  not  my  profit.  I 
know  the  amounts  are 
relatively  small  but  this  is  one 
principle  I  intend  standing  by. 
I  trust  when  the  time  comes 
the  NPA  will  defend  me  with 
equal  determination. 


S 
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Thrush  —  or  not? 


While  CPs  are  likely  to  see  fewer 
cases  of  vulvovaginal  thrush  now 
that  OTC  treatments  are 
available,  more  patients  may 
present  with  treatment  failure  or 
recurrent  symptoms,  say  doctors 
from  the  genitourinary 
department  at  St  Thomas' 
Hospital,  London. 

Writing  in  the  Lancet  (June 
27),  Susan  Mitchell,  senior 
registrar,  and  Caroline  Bradbeer, 
consultant,  say  that  although  self 
treatment  for  vulvovaginal 
thrush  should  be  encouraged 
when  appropriate,  it  is  important 
to  remember  that  more  complex 
cases  require  patient 
examination. 

Treatment  failure  usually 
occurs  because  the  initial 
diagnosis  was  wrong.  Sexually 
transmitted  diseases  like 
trichomoniasis,  genital  herpes 
and  genital  warts  cause  vulval 
soreness  and  itching  and  may 
mimic  thrush,  the  doctors  say. 
Their  management  should 
involve  a  search  for  other  STDs, 


Support  for 
earlier  use  of 
zidovudine 

The  benefits  of  zidovudine  in 
advanced  HIV  infection  are 
established,  and  studies  have  also 
suggested  that  it  reduces  disease 
progression  in  those  with  early 
symptomatic  disease  or 
asymptomatic  infection  with 
impaired  immunity  (CD4  cell 
counts  below  500/mm3). 

Now  a  clinical  study  by 
Wellcome  has  demonstrated  for 
the  first  time  that  zidovudine  can 
reduce  disease  progression  in 
asymptomatics  whose  immune 
systems  are  not  significantly 
impaired. 

Some  993  participants  were 
randomised  to  receive  either 
500mg  zidovudine  twice  daily  or 
placebo  for  up  to  three  years. 
Approximately  73  per  cent  had 
CD4  cell  counts  above  500/mm1 
on  enrolment,  and  the  rest  had 
counts  above  400/mm3. 

Results  showed  that  13  per 
cent  of  placebo  recipients 
progressed  to  clinical  HIV 
disease,  compared  to  7  per  cent  of 
those  given  zidovudine.  And  25 
per  cent  of  those  given  placebo 
progressed  to  CD4  counts  below 
350/mm'  compared  to  15  per  cent 
of  zidovudine  recipients. 

The  company  says  the  dosage 
of  zidovudine  used  in  the  study 
was  generally  well  tolerated,  with 
no  differences  in  the  number  of 
severe  haematological  or  serious 
adverse  events  reported  for  the 
zidovudine  and  placebo  groups. 

The  most  common  side  effects 
in  the  zidovudine  group  were 
nausea  (12  per  cent)  and 
headache  (6  per  cent). 


notification  of  sexual  partners 
and,  ideally,  attendence  at  an  STD 
clinic. 

Recurrent  thrush  needs 
investigation  for  the  underlying 
cause,  although  the  authors  say 
that  one  is  seldom  found.  They 
point  to  research  showing 
predisposing  factors  include 
diabetes,  immunosuppressant 
drugs  and  HIV  infection, 
although  they  add  there  is  no 
convincing  evidence  that  modern 
oral  contraceptives  increase  the 
risk  of  vulvovaginal  thrush. 

Low  dose 
aspirin  study 

A  study  published  in  this  week's 
Lancet  has  provided  further 
evidence  that  prophylaxis  with 
low  dose  aspirin  helps  cut  down 
circulatory  disease. 

The  American  study  involved 
22,071  healthy  doctors,  aged 
40-84  years,  who  were 
randomised  to  aspirin  325mg  on 
alternate  days  or  placebo.  After  an 
average  of  five  years,  36  of  the 
placebo  group  required 
peripheral  arterial  surgery, 
compared  to  20  taking  aspirin. 

The  authors  attribute  aspirin's 
reduction  in  relative  risk  of 
surgery  to  its  actions  in 
inhibiting  platelet  aggregation 
and  thrombus  formation  within 
narrowed  arteries,  rather  than  to 
any  direct  affect  on 
atherogenesis. 


Babies  grow  fatter  on 
powdered  formula 


Babies  fed  a  standard  powdered 
formula  grow  fatter  than 
breastfed  babies  or  babies  fed  a 
new  UHT  ready-to-feed  babymilk, 
a  study  has  shown. 

The  results,  published  in  the 
July  issue  of  Archives  of  Diseases 
in  Childhood,  compared  43 
infants,  randomly  assigned  to 
three  groups  —  breastfed,  fed 
ready-to-feed  infant  milk  (Young 
Nutrition's  First)  or  a  standard 
powdered  formula,  over  the  first 
six  months  of  life. 

The  results  showed  that  infants 
fed  ready-to-feed  infant  milk 
showed  a  pattern  of  growth  closer 
to  breastfed  babies  while  those 
given  powdered  formula  feeds 
were  significantly  fatter.  The 
authors  say  that  this  may  be 
attributable  to  the  high 
proportion  of  mothers  who  made 
errors  in  making  up  the  formula 
from  powder. 

Overall,  mothers  tended  to 
make  the  feeds  up  too  strong  with 
only  two  out  of  19  showing  an 
error  of  less  than  10  per  cent. 
However,  co-author  Dr  Alan 
Lucas  of  the  Dunn  Nutrition  Unit 
in  Cambridge,  says  that  mothers 
should  not  be  concerned: 

"We  did  not  look  at  how  these 
babies  fared  in  the  long  term  and 
so  we  do  not  have  any  evidence 
that  powdered  milk  fed  babies 
were  put  at  any  disadvantage,"  he 
says.  "However,  mothers  using 
these  formulae  should  follow 
preparation  instructions 
carefully." 


Girls  pick  the  wrong  diet 

Few  teenage  girls  are  eating  the 
recommended  amount  of  dietary 
fibre  and  over  a  half  are  not 
getting  the  recommended 
amount  of  iron,  a  survey  has 
shown. 

A  tenth  ate  chips  every  day  and 
70  per  cent  at  least  once  during 
the  four-day  study,  in  which 
5,000  16-17  year-old  girls 
completed  a  diary  listing  all  that 
they  ate  and  drank.  An  average  of 
42  per  cent  of  their  energy  intake 
came  from  fats,  rather  than  the 
recommended  35  per  cent, 
mainly  from  meat  and  meat 
products,  fat  spreads,  cakes  and 
biscuits,  as  well  as  chips. 

Fruit  and  vegetable  intakes 
were  much  lower  than  those 
reported  by  adults.  A  fifth  of  the 
girls  smoked  and  this  group  ate 
significantly  less  fruit  and 
vegetables  than  non-smokers. 
Although  only  18  per  cent  could 
be  classed  as  overweight,  45  per 
cent  of  the  girls  claimed  to  have 
dieted  at  some  time.  Dieters  were 
found  to  have  lower  than 
recommended  intakes  of  a 
number  of  micronutrients,  in 
particular  iron,  calcium, 
riboflavin,  vitamin  B6  and  folates. 

The  survey  was  carried  out  by 


A 
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Not  all  teenagers  eat  well 

Helen  Crawley,  nutritionist  and 
senior  lecturer,  University  of 
North  London,  as  part  of  the  1970 
birth  cohort  study  which  follows 
the  lives  of  children  born  in 
Britain  between  April  5-11,  1970. 
She  presented  the  results  at  the 
launch  of  Sanatogen  Teen  this 
week  (C&D,  June  27,  pi  128). 


Babies  fed  the  ready-to-feed 
formula  also  showed  a  tendency 
to  softer  stools,  as  seen  in 
breastfed  babies.  Constipation  in 
babies  fed  on  powdered  milks  is  a 
frequent  reason  for  switching 
between  brands. 

In  a  questionnaire,  parents 
indicated  that  the  liquid  milks 
were  easier  to  use,  saved  time  and 
were  more  hygienic. 


Prescription  specialities 


Energix  B  for 
babies 

Smithkline  Beecham  have 
launched  a  paediatric  version  of 
Energix  B,  for  active 
immunisation  against  hepatitis  B 
in  children  aged  12  years  and 
under. 

The  vaccine  is  particularly 
indicated  for  newborn  babies 
whose  mothers  are  carriers  of  the 
virus  —  these  children  have  up  to 
90  per  cent  chance  of  chronic 
infection  if  left  unprotected. 

Energix  B  Paediatric  is  a  0.5ml 
suspension  of  hepatitis  B  surface 
antigen  (containing  lOmcg  of 
protein)  for  intramuscular  use.  It 
can  be  given  simultaneously  with 
hepatitis  B  immunoglobulin,  at 
different  sites,  within  a  few  hours 
of  birth. 

The  immunisation  regimen  is 
three  doses  of  vaccine,  with  the 
second  dose  at  one  month  and  the 
third  six  months  after  the  initial 
dose.  For  more  rapid 
immunisation,  the  third  dose 
may  be  given  two  months  after 
the  initial  dose,  with  a  booster  at 
12  months.  Energix  B  Paediatric 
is  available  as  a  monodose  vial 
(£8.66  trade). 


Becotide  change 

Allen  &  Hanburys  has  changed 
the  colour  of  the  carton  and  disk 
foil  for  Becodisks  400mcg  from 
dark  brown  to  a  lighter  pink 
brown,  to  enable  clearer 
differentiation  with  Becodisks 
200mcg.  These  two  products  now 
follow  the  colours  of  Becotide 
Inhaler  100  and  200  respectively. 
Allen  &  Hanburys.  Tel:  081-990 
9888. 

Sandimmun  syringe 

Sandimmun  oral  solution  now 
comes  with  a  measuring  syringe. 
Sandoz  also  say  they  are  revising 
packaging  for  their  complete 
product  range.  Some  new  packs 
have  already  been  introduced  and 
others  will  be  phased  in  during 
the  year.  Sandoz  Pharmaceuticals 
Ltd.  Tel:  0276  692255. 

Neotigason 

Neotigason  (acitretin),  which  is 
indicated  for  extensive  psoriasis 
resistant  to  other  forms  of 
therapy,  will  be  available  from 
July  27  (see  Script  Specials,  July 
11),  say  Roche  Products  Ltd.  Tel: 
0707  328128. 
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Now  you  see  them. 


Cow  &  Gate's  'new  look'  tins  are  magic! 


When  it  comes  to  consumer  appeal  - 
and  money  in  your  till!  -  we've  got  the 
magic  formula 

Together,  Nutrilon  Premium  and 
Nutrilon  Plus  have  a  40%+  share  of  the 
Babymilks  market  -  and  with  the 


introduction  of  our  new  tins,  you  can  be 
sure  it's  going  to  grow  even  further. 

So  take  stock  of  a  winning  opportunity 
...and  give  the  leading  brand  of  Babymilks 
all  the  shelf  space  they  deserve. 
Then  watch  them  quickly  disappear! 


Cow  &  Gate  Ltd  ,  Trowbridge,  Wiltshire  BA14  0XQ.  Tel:  0225  76X381   Cow  &  Gate  (Ireland)  Ltd  ,  Sandyford,  Dublin  IX  Tel:  01  954744 


The  Babyfeeding  Specialists 


Breastmilk  is  the  best  food  for  babies.  The  purpose  of  infant  milk  formula  is  to  replace  or  supplement  breastmilk  when  a  mother  cannot,  or 
chooses  not  to  breastfeed.  The  cost  of  infant  milk  formula  should  be  considered,  and  medical  advice  taken,  before  deciding  how  to  feed  a  baby. 


RAFTING 
AGENTS 
DON'T 
GET  TO 

THE 

CORE 

OF  THE 

PROBLEM. 


Unlike  rafting  agents, 
Asilone  neutralises  excess 
acid,  the  cause  of 
indigestion  and  heartburn. 

The  balanced  formula  of 
Asilone  Liquid  provides  triple 
action:  quick  and  lasting 
relief  of  indigestion, 
heartburn  and  wind  (Asilone 
contains  dimethicone,  an 
effective  treatment  for 
flatulence).  By  contrast, 
rafting  agents  and  many 
antacids  offer  little  relief 
from  wind. 

Asilone  is  also  extremely 
low  in  sodium  which  makes 
it  suitable  for  people  on  low- 
sodium  diets  -  unlike  most 
rafting  agents  and  many 
other  antacids. 

These  are  some  of  the 
reasons  why  doctors 
prescribe  Asilone.  And  why 
you  should  recommend  it  for 
indigestion,  heartburn  and 
wind.  mm 


Asilone 

Available  only  from  pharmacies. 

Relieves  the  symptoms 
by  treating  the  cause. 


Asilone  Liquid  Each  5ml  contains  dried  aluminium  hydroxide  BP420mg,  light  magnesium  oxide  BP  70mg,  activated  dimethicone  13  5mg 
To  obtain  a  free  sample  and  a  comprehensive  Professional  Guide,  write  to  Asilone  Information  Pack.  PO  Box  12,  Nottingham  NG7  2GB 


Counterpoints 


Rappell  prevents 
head  lice 


Charwell  Pharmaceuticals 
have  launched  Rappell, 
said  be  the  first  head  lice 
repellant.  It  is  not  a 
licensed  product,  but  will 
be  available  exclusively  to 
pharmacies. 

Rappell  is  an 
aqeous-alcoholic  solution 
containing  2  per  cent 
piperonal  as  the  active 
ingredient.  The  company 
says  piperonal  has  been 
shown  in  tests  to  be  a 
"very  potent  head  louse 
repelllant".  The  substance 
is  produced  naturally  by 
plants  to  repell  insects;  it 
has  a  mildly  floral  scent 
and  is  used  in  perfumes 
and  to  flavour  foods. 

Rappell  is  packaged  in  a 
pump  spray  (90ml,  £4.69), 
sufficient  for  60  day's 
average  use.  It  is  suitable 
for  adults  and  children 
over  the  age  of  two  years. 
Although  it  is  not 
recommended  for  everyday 
use  generally,  it  should  be 
used  daily  by  the  whole 
family  in  times  of  head  lice 
epidemics. 

The  hair  should  be 
styled,  then  between  five 
and  25  sprays  should  be 
used,  depending  on  the 
length  of  the  hair.  The 
product  is  slightly 


Jappell  head 

HEAD  LOUSE  LOUSE 
REPELLENT  REPELLENT 

J**8"' fa*  


flammable  so  the  hair 
should  be  allowed  to  dry 
naturally  without  heat. 
Rappell  should  be  used 
with  caution  in  asthma 
sufferers  or  those  with 
sensitive  skin. 

Rappell  is  being 
distributed  by  the  Kabi 
sales  force.  Advertising  will 
target  mothers  and  begins 
in  September.  Leaflets  and 
POS  material  are  available. 

Charwell  say  that 


research  has  shown  that 
many  mothers  have  been 
using  lice  treatments 
prophylactically, 
particularly  shampoos.  Dr 
J.  Maunder  of  the  Medical 
Entomology  Centre, 
Cambridge,  believes  this  is 
unacceptable,  because  it 
may  speed  up  the 
resistance  of  head  lice  to 
treatment.  Charwell 
E'harmaceuticals  Ltd.  Tel: 
0420  84801. 


Robitussin's  new  look 


Whitehall  Laboratories 
have  repackaged  their 
Robitussin  range. 

Following  Whitehall 
research  which  revealed 
consumers  are  confused  by 
the  terms  "expectorant" 
and  "cough  soother",  the 
Robitussin  brand  name  has 


been  made  bolder  and  is 
followed  by  a  simple 
description  of  the  type  of 
cough  each  variant  is 
intended  for.  Colour 
coding,  sizes  and  prices 
remain  unchanged. 
Whitehall  Laboratories. 
Tel:  071-636  8080. 


Robitussin ! 

S  Junior 

For  Persistent  II 
Coughs 


Mite  free  bedding 


A  bedding  system  which 
protects  against  house 
dust  mites  has  been 
developed  by  W.L.  Gore 
Associates. 

Intervent  allergen 
exclusion  technology  is  a 


Femeron  soft  pessary  goes  OTC 


Following  the  deregulation 
of  vaginal  imidazoles  this 
Monday,  Janssen  have 
launched  Femeron  soft 
pessary,  a  single  dose 
treatment  for  vaginal 
thrush.  It  contains 
1200mg  miconazole 
nitrate  in  a  soft  gelatin 
base. 

The  company  says  the 
pessary  overcomes  the 
messiness  associated  with 
internal  creams  and  the 
possibility,  when  using 
applicators,  of  damage  to 
sensitive  vaginal  tissue. 

Femeron  pessary  should 
be  used  at  bedtime,  to 
minimise  "leakage",  and 
should  be  inserted  as  high 
into  the  vagina  as  possible. 

Customers  should  be 
advised  that  condoms  and 
diaphragms  should  not 
come  into  contact  with  the 
pessary,  as  they  are  likely 
to  reduce  effectiveness. 

Femeron  soft  pessary 


retails  at  £5.90  and  is 
packaged  with  a  patient 
information  leaflet.  Display 
units  and  consumer 
information  leaflets  are 
available.  A  £500,000 
advertising  campaign 
began  in  March  for 
Femeron  cream;  this  will 
now  be  expanded  to 
include  the  pessaries  and 
will  run  to  the  end  of  the 
year.  Janssen 
Pharmaceutical  Ltd.  Tel: 
0235  772966. 

•  The  RPSGB  say  that 
vaginal  imidazoles  can 
now  be  sold  by 
pharmacists  in  POM  packs, 
provided  they  are 
accompanied  by  a  patient 
leaflet  produced  by  the 
RPSGB  (C&D,  July  11, 
p54).  This  is  an  interim 
measure  until 
manufacturers  repackage 
products  lor  OTC  sale.  The 
pharmacist  should  also 


delete  the  letters  "POM" 
and  substitute  a  capital 
"P"  in  a  square  box. 

Canesten  10  per  cent  VC 
is  already  available  OTC 
(C&D  ,  May  23).  Bayer 
have  announced  that  retail 


prices  for  other  Canesten 
products  are:  vaginal 
cream  2  per  cent,  £9.20; 
vaginal  tablets  lOOmg, 
£5.95,  200mg,  £5.95  and 
500mg,  £5.95;  Duopak, 
£7.66. 


fabric  which  prevents 
contact  with  the  mites 
during  sleep.  A 
microporous  membrane 
allows  body  moisture  and 
heat  to  pass  through,  and 
the  system  is  said  to  be 
soft,  comfortable  and  easy 
to  wipe  clean. 

Clinical  studies  have 
shown  that  Intervent  can 
significantly  reduce 
asthma  and  rhinitis  in 
those  people  who  are 
sensitive  to  house  dust 
mites. 

An  early  pilot  study  at 
the  Clinical  Research 
Centre,  Harrow  and 
Northwick  Park  Hospitals, 
has  suggested  that  the 
system  can  reduce 
symptoms  of  asthma, 
eczema  and  allergic 
rhinitis. 

Intervent  is  available  as 
interliners  for  mattresses, 
duvets  and  pillows  or 
ready-fitted  to 
Slumberland  Health  Seal 
beds  and  pillows. 

At  present  the 
inter-liners  are  only 
available  through  larger 
branches  of  Boots,  but 
customers  wanting  further 
information  may  be 
referred  to  W.L.  Gore  & 
Associates  (UK)  Ltd  Tel: 
0483  756615. 
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Sublime  addition 
from  Jean  Patou 


Sublime,  a  semi-amber 
floral,  is  the  new  women's 
fragrance  from  Jean  Patou. 

The  fragrance  is  chiefly 
composed  of  floral 
ingredients:  heart  notes 
include  orange  flower, 
mandarin  and  ylang  ylang; 
top  notes  include  rose, 
jasmine  and  lily  of  the 
valley;  base  notes  include 
vetiver,  sandalwood  and 
oakmoss. 

The  clear  glass  bottle  is 
shaped  like  an  opening 
flower  bud,  with  gold 
lettering  and  details.  The 
box  is  coloured  brilliant 
yellow. 

The  range  comprises 
Sublime  parfum,  30ml 
flacon£121,  7.5ml 
handbag  spray  £48,  7.5ml 
refill  £29;  Sublime  eau  de 
parfum  in  50ml  flacon 
£33,  100ml  flacon  £46, 
50ml  spray  £35,  100ml 
spray  £49.  Parfums  Jean 
Patou.  Tel:  071-328 
1036. 
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Peaches 
'n  Cream 

Health  &  Diet  have 
introduced  the  Peaches 
and  Cream  skincare  range 
for  normal  to  dry  skins. 

The  range  comprises  six 
products  and  ingredients 
include  peach  kernel  oil, 
coconut  oil,  sunflower  and 
kukui  nut.  Products  have 
not  been  tested  on  animals 
and  are  lanolin-free.  For 
every  product  sold  a 
donation  will  be  made  to 
Elefriends,  the  elephant 
protection  group. 

Products  include  a 
cleanser  (£2.95),  toner 
(£1.95),  facial  scrub 
(£2.95),  moisture  cream 
(£2.95),  nourishing  cream 
(£2.95)  with  vitamin  E, 
and  talc  (£1.95).  Health  & 
Diet  Co.  Tel:  0204 
707420. 


Mountain 
Spruce 

Scarborough  &  Co  have 
introduced  Mountain 
Spruce,  a  collection  of 
bath  and  body  products. 

The  fragrance  is  a  blend 
of  green,  woody  notes  — 
moss,  musk,  citrus  and 
evergreen.  The  range 
includes  glycerine  soap 
(£2.25),  hand  and  body 
lotion  (£6.25),  body 
powder  (£5.10),  bath  and 
shower  gel  (£6.25)  and  a 
wooden  soap  tray  (£3.25). 
Scarborough  &  Co.  Tel: 
071-603  1611. 


Free  toothbrush  offer 
with  Plax 


Colgate-Palmolive  are 
supporting  Plax  with  a 
special  offer  and  television 
advertising. 

Until  the  end  of 
September  Colgate  Plax 
250ml  will  come  banded 
with  a  Colgate  diamond 
head  toothbrush  attached, 
retailing  at  £2.75.  In 


addition  the  bottle  has  a 
£2  cash  back  offer. 

The  £1  million 
television  campaign 
features  the  new 
promotion  and  will  be 
shown  in  all  regions 
throughout  August. 
Colgate-Palmolive.  Tel: 
0483  302222. 
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Self  help  for  women 


Combe  International  have 
launched  the  Vagisil  Self 
Help  service,  which 
includes  a  fact  pack  on 
common  health  problems. 

Press  advertisements  in 
women's  magazines  will 
invite  readers  to  send  in 
for  copies  of  the  Self  Help 


pack,  which  includes 
information  and  advice  on 
thrush,  cystitis,  sensitive 
skin,  PMS  and  breast 
cancer.  Sample  sachets  of 
Vagisil  powder  and  wash 
are  included  with  the  pack. 
Combe  International.  Tel: 
081-680  2711. 


Sunpreps  and  shades 
from  Foster  Grant 


A  new-look  collection  of 
sunglasses  plus  a  range  of 
suncare  preparations  with 
four-star  UVA  rating  will 
head  Foster  Grant's  plans 
for  1993. 

The  sunscreen  range, 
available  from  February  1, 
1993,  consists  of  five 
suncare  products:  SPF4 
(£5.59),  SPF8  (£6.39), 
SPF12  (£7.19),  SPF15 
(£7.99)  and  aftersun  with 
aloe  vera  (£4.79).  As  an 
introductory  offer,  bottles 
will  feature  an  additional 
25  per  cent  of  product 
free. 

All  the  sun  protection 
products  have  been 
awarded  a  four  star 
maximum  rating  under 
the  Boots  UVA  star  system. 

In  addition,  the 
products  are  water- 
resistant,  have  not  been 
tested  on  animals  and  the 
packaging  is  recyclable, 
says  the  company.  New 
twist-grip  caps  make 
dispensing  simpler. 

The  sunglasses 
collection  offers  a  selection 
of  different  lenses  and  a 
range  of  frames  from  high 
fashion  to  family  styles. 
Prices  range  from  £5.99  to 
£39.99  for  selected  glasses 
in  the  Gold  Edition 
collection. 

To  help  make  selection 


easier,  Foster  Grant  are 
introducing  a  new  colour 
coding  lens  sticker  system. 

Glasses  with  green 
stickers  have  solid  lenses 
for  full  protection  from 
direct  and  reflected  glare. 
Red  stickers  are  for 
graduated  lenses,  blue  for 
polarised,  orange  for 
photochromic  and  yellow 
for  children's  frames.  A 
new  sports  range  with 
shatter  resistant 
polycarbonate  lenses  are 
available,  colour  coded 
purple. 

All  the  styles  in  the 
range  meet  British  (BS 
2724  class  1)  and 
European  standards 
including  the  UV  400 
protection  level  which 
guarantees  the  screening 
of  all  UVA  and  UVB  rays, 
says  the  company.  They 
also  carry  a  lifetime 
guarantee. 

Advertising  plans  for 
1993  include  a  television 
campaign  and  posters  on 
the  London  Underground. 

For  display  in-store, 
there  is  a  range  of 
illuminated  stands.  Free 
samples  of  the  new  suntan 
products  are  available  to 
retailers  ordering  these 
stands.  Distributors:  Kitty 
Little  Group  Pic.  Tel: 
0782  577055. 


Widsom's  £1m 
support  for  Reflex 


Wisdom  are  to  back  the 
launch  of  the  Reflex 
toothbrush,  the  first  with 
moving  filaments,  with  a 
£lm  television  advertising 
campaign.  Viewers  will 
have  about  eight 
opportunities  to  see  the 
commercials  which  will  be 


shown  until  the  end  of 
August. 

Targeting  mothers,  the 
campaign  is  designed  to 
promote  the  message  that 
"Wisdom  helps  mum  look 
after  the  family's  teeth". 
Addis  Ltd.  Tel:  0992 
584221. 


Dove  gets  bath  range 


Lever  Brothers  are 
extending  the  Dove  range 
with  the  introduction  of  a 
cream  shower  and  cream 
bath  and  a  twin  bar  pack. 

The  Dove  twin  pack  will 
retail  at  £1.45.  Both  Dove 
Cream  Bath  (400ml  £2.99) 
and  Cream  Shower  (200ml 
£2.19)  contain  25  per  cent 


moisturising  cream.  The 
blue  and  white  bottles 
complement  the  Dove  bar 
packaging.  Both  will  be 
supplied  in  cases  of  six. 

The  brand  will  be 
advertised  on  television 
until  the  end  of  October. 
Lever  Brothers.  Tel: 
081-541  8200. 
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3LONDES  ARE  NOW  HAVING  EVEN  MORE  FUN 


Sun  E45  became  a  major  success  in  1991, 
and  research1  has  shown  your  customers 
are  getting  more   aware  of  the   need  tor 
sun-protection.   Clearly,   the  unique 
Sun  E45,  specially  designed  to  protect 
sun-sensitive  skin,  fills  a  growing  need. 

A  natural  extension  of  the 
dermatological  E45  range,  Sun  E45 
contains  only  one  sunscreen:  the 
non-chemical,  non-irritant  Microfine 
Titanium  Dioxide.  Thanks  to  its 
unique  properties,  Sun  E45  offers  superior  UVA 
protection  in  addition  to  protecting  against  UVB'. 

All  three  Sun  E45  products  have  been 
awarded  a  3 -star  rating  according  to  a  new  system 
for  measuring  UVA. 


The  Sun  E45  range  (SPF  25,  15  and  8)  has 
everything  your  customers  want:  excellent 
broad- spectrum  protection. 

It's  allergy-screened,  perfume- 
free,  water-resistant,  long-lasting  and 
it's  suitable  for  the  whole  family, 
including  small  children.  It's  not 
tested  on  animals.  And  the  SPF  8  and 
15  not  only  protect,  but  allow  a  tan  to 
develop  gradually. 

That's  why  Sun  E45  is  being 
used  more  and  more.  Why  CPs  and  dermatologists 
happily  prescribe  Sun  E45  SPF  15  and  25  (clinically 
proven  and  available  on  FP10).  And  why  you 
should  definitely  recommend  it  to  your  sun- 
sensitive  customers. 


i  h 


• 


DERMATOLOGICAL   PROTECTION   FOR  SUN-SENSITIVE  SKIN 


Write  for  our  new  Professional  ( iuide  which  will  help  you  selec  t  the  right  SPF  for  different  skin  types    and  the  right  UVR/UVA  rating  lor  the  balance  ol  protection  your  customer  needs. 

Rets.  1  BMRB/Mintel,  1991.  2  Diffey  &  Farr,  IV.  |  Dermatol.  1991;  124:258-63 
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g  innovation 
Alberto  V05 


Alberto  Culver  have  added 
two  styling  products  to 
their  V05  range,  Gel 
Mousse  and  aerosol 
Gelspray. 

V05  Gel  Mousse, 
claimed  to  be  the  first 
product  of  its  type,  is  said 
to  give  the  styling  and 
holding  ability  of  a  gel, 
combined  with  the  volume 
and  softness  of  a  mousse. 
It  can  be  used  on  both  wet 
and  dry  hair.  Packaged  in 
black  livery  with  pink  and 
blue  graphics  it  will  retail 
at  £2.29  for  200ml  and 
£1.89  for  150ml. 

New  aerosol  Gelspray 
gives  a  finer  spray  and 
comes  in  two  variants, 
Mega  and  Volumising. 
With  the  new  aerosol,  the 
spray  can  be  applied  from 
any  angle  —  even  upside 
down,  says  the  company. 
Gelspray  will  retail  at 
£1.99  (200ml). 

The  V05  styling  range 
will  be  supported  by  a£l 
million  television 
campaign  throughout 
August  and  September. 
Alberto  Culver.  Tel:  0256 
57222. 


Femfresh 
promotion 

Femfresh  is  running  a 
major  Summer  promotion 
for  independent 
pharmacies.  Consumers 
who  purchase  both 
Femfresh  deodorising 
spray  and  Femfresh  moist 
tissues  can  obtain  a£l 
cash  refund. 

New  Femfresh  shelf 
reservers  and  leaflets  are 
also  available.  The  leaflet, 
"Your  Guide  to  Feminine 
Freshness",  contains  hints 
and  tips  on  freshness  and 
answers  questions  that 
consumers  might  be  too 
embarassed  to  ask. 
Crookes  Healthcare  Ltd. 
Tel:  0602  507431. 

Mycota 
support 

Seton  Healthcare  are  to 
back  their  acquisition  of 
the  Mycota  brand  with  a 
new  promotional 
campaign  running 
throughout  the  Summer. 
Advertising  will  be  placed 
in  the  leading  Sunday 
newspapers  which,  coupled 
with  a  national  poster 
campaign,  is  designed  to 
gain  brand  exposure  at 
pharmacy  levels.  Seton 
Healthcare  Group  pic.  Tel: 
061-652  2222. 


Colorama 
links  with 
Childline 

Colorama  have  joined 
forces  with  Childline  to 
promote  the  children's 
charity  appeal  over  the 
Summer  months. 

For  every  order  placed 
for  Colorama's  bigger  772 
by  5in  prints  during  July, 
August  and  September  a 
donation  to  the  appeal 
fund  will  be  made. 

The  company  has 
produced  a  poster  for 
retailers  to  advertise  the 
promotion.  Colorama.  Tel: 
071-261  1082. 


Braun  add 
cordless 
Silk  Epil 

Braun  have  added  the  Silk 
Epil  Duo  rechargeable 
epilator  to  their  range, 
which  gives  the  user  40 
minutes  of  epilation  after  a 
one  hour  recharge. 

It  comes  with  a  2.4  volt 
adaptor,  charge  indicator 
and  switch  lock.  Apart 
from  its  cordless  flexibility, 
the  rechargeable  epilator 
has  the  same  features  as 
Braun's  mains  operated 
model.  It  will  retail  at 
£49.99.  Braun  UK  Ltd. 
Tel:  0932  785611. 


Sancella  are  launching  Bodyform  pantliners  in  a  reuseable 
vanity  box,  to  promote  "daily  use"  of  the  product,  according 
to  Bodyform  brand  manager  Kate  Nicholson.  The  Bodyform 
vanity  box  will  retail  at  £1.69  and  holds  40  pantliners.  The 
launch  will  be  supported  by  a  special  introductory  offer  price 
of  £1.49.  Scott.  Tel:  0342  327191. 


Hot  protein  for  hair 
from  Wei  la 


Wella  are  extending  their 
range  of  intensive 
conditioners  with  the 
launch  of  new  Wella 
Balsam  Hot  Protein  Hair 
Pack. 

The  single  application, 
intensive  cream 
conditioning  treatment 
contains  Byogen,  which  is 


said  to  pentrate  and 
strengthen  the  hair. 

Wella  say  the  new 
product  restores  elasticity 
and  makes  hair  more 
resistant  to  further 
damage. 

The  25ml  sachet  will 
retail  at  £0.75.  Wella  Great 
Britain.  Tel:  0256  20202. 


Palmolive  shampoo 
special  offer 


Palmolive  shampoo  is 
available  at  special  prices 
from  Unichem  and 
Numark  until  the  end  of 
July.  A  further  incentive  to 


consumers  is  50ml  extra 
free  on  all  sizes  in  the 
Palmolive  range. 
Colgate-Palmolive  Ltd. 
Tel:  0483  302222. 


On  TV  Next  Week 


GTV  Grampian  C4  Channel  4 

B  Border  U  Ulster 

BSB  British  Sky  G  Granda 

Broadcasting  AAnglia 

C  Central  TWS  South  West 

CTV  Channel  Islands  TTV  Thames 
LWT  London  Weekend  Television 


TV-am  Breakfast 
Television 

STV  Scotland  (central) 

Y  Yorkshire 

HTV  Wales  &  West 

TVS  South 

TT  Tyne  Tees 


Bodyform  Plus:  All  areas  except  G,  C,  CTV,  C4,  LWT,  TTV,  C4 

Brut: 

All  areas  except 

CTV,  LWT,  TTV,  TVS,  TV-am 

Colgate  Grea 

t  Regular  Flavour 

All  areas 

Clairol  Glints: 

All  except  TV-am,  LWT,  G,  HTV,  A 

Disprin: 

GTV,  { 

5TV,  B,  G,  Y,  C,  TVS,  C4 

Dove: 

AH  areas 

Imtnac: 

Al!  areas  except  LWT  &  TVS 

Migraleve: 

All  areas 

Oilatum: 

TV-am 

Oxy: 

A 

11  areas 

Ponds  aloe  vera: 

All  areas  except  U,  C4,  BskyB 

Rennie: 

U,  STV 

,A,B, 

HTV,  TTV,  C4,  TVS,  LWT,  TTV  &  C4 

Salon  Selectives: 

TV-am 

Sensodyne  toothpaste: 

All  areas  except  TV-am 

Slim-Fast: 

All  areas 

Solpadeine: 

All  areas 

Settlers  Turns: 

A 

11  areas 

Timotei  Honey  shampoo: 

All  areas  except  TV-am 

Wrigley's  Extra  &  Orbit: 

All  areas 
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WE'RE  MAKING  PROGRESS  -ARE  YOU? 


If  you're  not  making  Progress  part  of  your 
baby  sector  business  plans  -  isn't  it  time  you 
joined  the  movement? 

More  and  more  mothers  are  buying 
Progress  because  it's  the  sensible  milk 
choice  for  babies  from  six  months  old. 
It  contains  generous  levels  of  iron 
and    vitamin  D, 
together   with  a 
healthy  balance  of 
all  other  important  I 
nutrients. 

As  the  health  ben-   i    m,  £~'t 
efits  of  follow-up 

...  ,       F  pti  m 

milks  become  more 
widely  understood 


by  mothers  and  their  advisers,  sales  of 
Progress  from  SMA  Nutrition  increase  year 
on  year  and  this  trend  is  set  to  continue. 
Up  40%  from  1989  to  1990  and  up  64%  from 
1990  to  1991. 
And  our  57%  share  of  the  total  follow-up 
market  dominates  all  other 
brands. 

The  potential  value  of  the 
follow-up  milk  sector  is 
estimated  at  up  to 
£40  million.  That 
means  there  is  still 
plenty  of  Progress 
to  be  made.  Let's 


Progress 

The  milk  that  makes  sense  from  six  months  on. 


make  it  together. 


IMPORTANT  NOTICE  Progress  is  a  balanced  blend  of  milk 
solids,  vitamins  and  minerals  for  babies  of  6  months  and  older 
Used  in  conjunction  with  solid  feeding,  it  provides  the 
nourishment  essential  to  a  baby's  healthy  and  sustained 
growth  Progress  is  not  intended  to  replace  breast  feeding 

*SMA  and  Progress  are  trademarks 

SOURCE.  Independent  Market  Research  to  December  1991 
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SMA  Nutrition,  Huntercombe  Lane  South,  Taplow,  Maidenhead,  Berks  SL6  OPH.  Tel:  0628  660633 


The  sweet  smell  of 
success 


Almost  half  the  women  in 
the  country  use  a 
deodorant  three  or  more 
times  a  day  while  one  in 
four  carries  a  deodorant  in 
her  handbag,  according  to 
the  findings  of  the  latest 
Right  Guard  Deodorant 
Report. 

The  deodorant  is  now  as 
important  as  the 
toothbrush  in  the  personal 
hygiene  stakes,  while  over 
420,000  units  are  sold  in 
any  one  day,  creating  a 
market  worth  £205  million 
per  annum. 

Since  1981  the 
deodorant  market  has 
grown  37  per  cent,  states 
the  report,  with  80  per 
cent  of  men  now  using  a 
deodorant,  compared  with 
only  67  per  cent  in  1981. 

Aerosols  are  the  most 
popular  form,  accounting 
for  65  per  cent  of  total 
unit  sales,  followed  by 


roll-ons  with  28  per  cent 
and  solids  at  6  per  cent. 

Groceries  account  for 
the  largest  portion  of  the 
sales  with  42.7  per  cent, 
while  pharmacies  take  32.8 
per  cent  of  total  sales  and 
drugstores  16.5  per  cent. 

Of  the  25  brands 
competing,  Elida  Gibbs 
and  Gillette  account  for 
nearly  50  per  cent, 
according  to  the  report, 
although  this  may  change 
because  of  aggressive 
marketing  by  all  brands  in 
this  sector. 

For  the  future,  the 
Gillette  report  predicts 
that  the  market  will 
continue  growing  at  a 
rapid  pace,  topping  £270m 
per  annum  by  the  year 
2000.  Greater  product 
segmentation  will  play  a 
major  role  in  this 
expansion.  Gillette  UK  Ltd. 
Tel:  081-560  1234. 


Wilkinson  Sword  are  supporting  their  new  Protector  razor 
with  three  display  units.  Shown  here  is  the  counter  unit 
with  header  card,  holding  12  razors  and  12  packs  of  five 
blades  (£44.44).  Also  available  is  a  giant  razor  display, 
holding  60  razors  and  80  packs  of  blades  (£258.31)  and  a 
smaller  free-standing  display  which  holds  30  razors  and  20 
packs  of  blades  (£104.17).  Wilkinson  Sword.  Tel:  0494 
533300. 


Crookes  have  produced  a  consumer  advice  leaflet  on  skin 
rashes.  Illustrated  with  cartoons,  the  leaflet  explains  the 
causes  of  common  rashes  including  prickly  heat,  sun 
allergies  and  contact  dermatitis.  It  gives  advice  on  how  to 
prevent  and  treat  them.  For  copies  write  to  "Help  and  advice 
for  common  skin  rashes"  PO  Box  12,  Nottingham  NG7 
2GB.  Crookes  Healthcare.  Tel:  0602  507431. 


Pizazz  on  the  fast  track 


Pizazz  Sport,  the  new  male 
toiletry  range,  is 
sponsoring  Nigel  Mansell 
for  the  '92  Grand  Prix 
season  as  part  of  their  £1.5 
million  support  for  the 
brand. 

The  range  consists  of 
five  products  —  Cologne 
Activ  (200ml  £3.99), 
aftershave  (100ml  £5.25), 
body  spray  (150ml  £2.25), 
anti-perspirant  (150ml 
£1.99)  and  shower  gel 
(250ml  £2.25).  Retailers 
will  get  35  per  cent  POR. 
Three  display  trays  are 


available  with  header  cards 
featuring  Nigel  Mansell. 

Pharmacists  will  have 
the  chance  to  enter  a  draw 
to  win  tickets  to  the 
Belgian  Grand  Prix  when 
they  order  the  Pizazz 
range.  Closing  date  is 
August  20.  They  will  also 
receive  a  free  baseball  cap. 

Pizazz  will  be  advertised 
in  national  newspapers  and 
magazines  until  the  end  of 
the  year.  (Distributors) 
Spectrum  Consumer 
Products.  Tel:  081-523 
5500. 


Hot 
singles 

Wella  are  launching  their 
Massaging  Hot  Oil 
Treatments  in  single 
application  15ml  tubes 
(£0.65).  The  trial  size 
tubes  are  available  in  in 
two  variants,  for  dry  and 
damaged  hair  and  for 
permed  or  chemically 
treated  hair.  Wella  GB. 
Tel:  0256  20202. 


Nylax  ad 

Crookes  Healthcare  have 
produced  a  new  Press 
advertisement  for  Nylax. 

The  campaign  runs  until 
the  end  of  the  year  in 
women's  magazines.  The 
advert  shows  a  violin, 
using  the  contours  of  a 
woman's  body,  under  the 
strap  "For  times  when 
your  body's  out  of  tune". 
Crookes  Healthcare.  Tel: 
0602  507431. 


Plugged  in 

Mountain  Breeze  are  now 
supplying  their  complete 
range  with  fitted  plugs. 
Mountain  Breeze  Ltd.  Tel: 
0695  21155. 

Remegel  on  TV 

Remegel  indigestion 
remedy  gets  its  second 
burst  of  television 
advertising  in  August. 
Warner-Lambert.  Tel: 
0703  620500. 

Agfa  on  screen 

Agfa  are  advertising  their 
photographic  film  on  TVS 
in  an  18  week  campaign. 
The  campaign  will  go 
national  next  year,  say 
Agfa-Gevaert  Ltd.  Tel: 
081-560  2131. 


Philips 


Philips  have  brought  out 
an  illustrated  catalogue 
featuring  some  150 
products.  For  copies 
contact  Philips  DAP.  Tel: 
081-689  2166. 

Shaving  offer 

Wilkinson  Sword  are 
offering  pharmacists  a  free 
case  of  five  sensitive 
shaving  foam  when  they 
order  three  six  pack  cases 
of  shaving  gel.  To  qualify, 
retailers  must  include 
sensitive  and  standard 
shaving  gel  in  the  order. 
They  will  be  offered  three 
free  cases  of  sensitive 
shaving  gel  when  they 
order  one  case  of  standard 
shaving  foam  and  two  of 
sensitive  shaving  foam. 
Wilkinson  Sword.  Tel: 
0494  533300. 

Bonne  Bell 

Brodie  &  Stone  are  the 
new  UK  and  Eire 
distributors  of  Bonne  Bell 
products,  with  effect  from 
August  3.  Brodie  &  Stone 
Ltd.  Tel:  071-278  9597. 

Autumn  Air 

Nina  Ricci  are  offering 
consumers  a  free  75ml 
L'Air  du  Temps  body 
lotion  on  purchase  of  a 
30ml  eau  de  toilette  spray 
this  Autumn.  Nina  Ricci 
Ltd.  Tel:  071-493  8232. 


bring  more 
temazepam  into 
yoiar  pharmacy 
syringing 

(0628)  604377 
EXTN.  4519 

WYETH 


GENERICS 


QUALITY  ASSURED 
SERVICE  ASSURED 

Wyeth  Laboratories,  Taplow,  Maidenhead,  Berks 

♦trademark 
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WHICH  IS 
THE  BIGGEST 
SELLING 


SWEETENER! 


the  box) 


4,000,000  people  already  Sweeten 
with  Sweetex. 

With  our  current  £3,500,000  of  TV 
and  press  advertising  support,  demand 
for  the  biggest  selling  Sweetener  will 
increase  your  profits  still  further. 


SWEET 


SWEETEX 


soo 


1 1rmref/ietia  &  /tif^f 
GRANULATED 


SWEETEX 


i 


The  definition  of 
an  original  pack 

Xrayser  (C&D  July  11)  is  quite 
justified  in  expressing  his 
concern  at  the  "inconvenient 
and  aggravating"  consequences 
of  misinterpreting  the  PPA  rules 
governing  prescription 
interpretation,  endorsing  and 
pricing. 

Has  anyone  ever  found  a 
definition  of  "original  pack" 
written  in  the  Drug  Tariff?  My 
own  definition  of  OP  (which  has 
still  to  be  clarified  by  the  PPA)  is 
the  manufacturer's  smallest 
pack,  or  in  the  case  of  items  in 
Part  IX  of  the  Tariff,  the  pack 
size  on  which  the  Drug  Tariff 
price  is  based. 

Hence,  an  OP  of  insulin 
syringes  is  not  a  pack  of  ten  but 
one  syringe.  No  matter  how  you 
endorse  the  script,  even  with 
"PC",  the  PPA  would  only  pay 
you  for  one  syringe  and  not 
refer  the  script  back  for 
clarification  by  the  prescriber. 
PC  endorsements  are  not 
allowed  on  non-systemically 
administered  preparations. 

Similarly,  what  is  the  OP  size 
of  a  generically  prescribed  drug? 
Several  different  manufacturers 
may  make  several  different  pack 
sizes,  the  smallest  of  which  I 
may  not  be  aware  of,  or  even  be 
able  to  obtain  from  my 
wholesaler. 

To  make  matters  worse, 
certain  definitions  stated  in  the 


Drug  Tariff  are  factually 
incorrect.  For  example,  Clause 
12  states  quite  clearly  that  out 
of  pocket  expenses  are  not 
allowed  on  any  item  in  Part  IX 
of  the  Tariff.  However,  out  of 
pocket  expenses  are  allowed  on 
all  stoma  and  incontinence 
appliances  in  Parts  IXB  and  IXC! 

I  have  recently  had  a 
demonstration  of  a  dispensary 
PMR  system  which  interprets 
prescriptions  as  the  PPA  does 
and  endorses  them  accordingly. 
The  company  involved,  Simple 
Software  Solutions,  uses  the 
PPA's  own  drug  file  database  as 
their  sole  source  of  information. 
This  should  guarantee  complete 
accuracy  and  prevent  potentially 
costly  losses  by  the  contractor. 

The  crux  of  the  system  is  to 
enter  the  quantity  ordered 
exactly  as  the  prescriber  has 
written  it  (in  figures,  OPs  etc). 
The  system  then  interprets  this 
information  correctly  and  allows 
you  to  dispense  only  what  the 
PPA  will  pay  you  for.  Blacklisted 
and  non-dental  preparations  are 
disallowed  if  selected  on  the 
appropriate  NHS  prescription. 

With  the  advent  of  systems 
such  as  this  both  the  PPA  and 
pharmacy  contractors  could 
benefit.  The  PPA  would  see  a 
dramatic  reduction  in  the 
number  of  prescriptions  it  has 
to  return, a  process  I 
understand  to  be  time 
consuming  and  expensive. 
Similarly  the  contractor  would 


benefit  from  less  returns  and 
also  be  secure  in  the  knowledge 
that  he  or  she  was  receiving  the 
correct  payment. 

Isn't  it  time  the  intricacies 
and  ambiguities  in  the  PPA's 
own  rules  and  regulations  were 
laid  down  clearly  in  the  Drug 
Tariff  for  all  to  see? 


Garry  Sykes 

Moseley,  Birmingham 


Generic  clawback 
now  in  the  past? 

I  write  in  connection  with  your 
article  on  Tariff  pricing  (C&D 
July  18  p88).  I  would  like  to 
make  clear  my  own  company's 
view  regarding  the  likely  impact 
of  the  recent  reductions  on  a 
range  of  generic  Tariff  prices. 
Put  simply  the  price  which 
pharmacists  pay  for  their 
generics,  either  via  the 
wholesaler  or  direct  from  the 
supplier,  is  not  influenced  by 
Tariff  but  by  competitive 
pressures  in  the  market. 

In  the  past,  when  Tariff  prices 
remained  somewhat  above 
market  price,  the  DoH  used  its 
clawback  mechanism  to  redress 
the  balance.  What  I  believe  we 
are  now  going  to  see  is  a  more 
dynamic  pricing  system  with  no 
generic  clawback. 

This  will  not  have  any 
downward  impact  on  market 
prices,  Indeed,  pharmacists 
should  be  aware  that  if  in  reality 
Tariff  prices  equal  the  market 
price,  then  the  time  and  effort 
which  they  spend  negotiating 
the  lowest  price  from  a  supplier 
will  simply  result  in  a  further 
guaranteed  downward  step  in 
their  remuneration. 

The  generics  industry  is  in  a 
commodity  market  and  is 
inherently  capable  of  only 
modest  profits.  Perhaps  it  will 
be  in  everyone's  interest  to  stop 
chasing  the  latest,  lowest  offer? 


S.  Stocks 

Ceneral  manager  -  APS/Berk 


A  fatal  blow  for 
small  contractors 

The  Department  of  Health  has 
struck  again,  this  time  to  wipe 
out  the  least  known,  and 
supposedly  worthless,  small 
independent  pharmacies. 

In  the  post  cost-plus  days,  the 
savings  on  generics  have  been 
the  lifeline  for  most  of  us.  As  we 
all  know,  the  clawback  does 
include  and  is  boosted  largely  by 
profitable  generics  and  a  few 
parallel  imports. 

Introduction  of  rock-bottom 
generic  prices  calls  for  a  sharp 
drop  in  the  clawback  scale,  so  I 
am  perplexed  to  read  Mr  Sharpe 
is  forecasting  a  lower  increase  in 
the  discount  scale  —  surely  a 


defeatist  vision. 

Community  pharmacists  are 
in  desperate  need  of  a  saviour, 
otherwise  historians  in  the 
future  will  sum  up  1992  as  the 
year  when  the  Department  dealt 
the  final  blow  while  the  Royal 
Pharmaceutical  Society  and  the 
Pharmaceutical  Services 
Negotiating  Committee  stood 
back  and  watched  it  happen.  No 
comments  were  made  in  the 
prodromal  NAO  report  so  it  was 
deemed  premature  and  perhaps 
unnecessary.  Is  it  time  now  for 
them  to  come  forward  and  write 
an  obituary  to  essential 
pharmacies? 


Bipin  Patel 

Lenham,  Kent. 


More  power  to 
dispensing  GPs... 

From  the  newly  published  Drug 
Tariff  prices,  pharmacy 
contractors  are  to  see  their  NHS 
remuneration  decrease,  initially 
by  an  average  of  £6,000  per 
annum.  This  reduction  in 
income  will  also  have  an 
obvious  knock-on  effect  by 
reducing  goodwill  values  of 
their  business,  and  their 
inter-linked  pensions. 

The  Treasury  has,  in  one 
painful  stroke,  increased  its 
squeeze  on  the  nation's  drug 
bill.  It  has  given  rural  doctors 
unfettered  ease  to  increase  their 
prescribing  incomes! 

I  am  led  to  believe  that  a 
majority  of  rural  doctors  have 
already  stopped  prescribing 
generics  and  have  replaced  them 
with  either  the  original  ethicals 
or  the  more  profitable  plethora 
of  look-alike  renamed  generics. 

Will  this  apparent  abuse  of 
taxpayer's  money  be  allowed  to 
continue,  or  will  the  realities  of 
having  the  power  of  the 
originator  of  prescriptions 
linked  directly  to  their  incomes 
be  fully  exposed  at  last? 

David  Thomas 

Wolverhampton 


Lost  in  the  post 

Libra  Distributors,  who  have 
recently  had  problems  with 
cheques  getting  lost  in  the  post, 
have  found  out  that  you  can 
claim  the  cheque  stop  charge 
back  from  the  Post  Office  using 
form  P58.  Not  only  does  this  get 
you  your  stop  charge  back,  but 
it  hopefully  traces  any 
mishandling  by  the  Post  Office. 

The  Post  Office  will  only  pay 
if  you  get  a  letter  from  your 
bank  advising  it  has  stopped  the 
cheque. 

P.D.  Shah 

London 


^    THE  BIG  ^4 

Squeeze 

w  WELEDA 
REDUCE  THE  PRICE 
OF  ALL  THEIR  TOOTHPASTES 

New,  improved  plant 
and  new  manufacturing 
methods  have  enabled 
Weleda  to  reduce  the 
trade  price  and  R.S.P. 
on  their  entire  range  of 
toothpastes  -  Herbal; 
Calendula;  Krameria; 
Plant  Gel  and  Salt 

SEND  THIS  AD  BACK  WITH  YOUR  ORDER 
TO  WIN  A  FULL  EXTRA  5%  DISCOUNT 

(mimimum  order  -  1  outer,  contains  12  tubes) 

1T\  A  f~~f~^f°\  Harnessing  the  Power 

D  \/VfcLfeL/r"\  of  Nature  for  Health 

Weleda  (UK)  Limited,  FREEPOST  200,  Ilkeston,  Derbyshire  DE7  8DR. 
Telephone:  0602  309319.  Facsimile:  0602  440349 
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SPECTRUM  GENERICS,  leaders 
in  the  supply  of  Generics  to  pharmacies  across 
the  country,  invite  you  to  compete  in  their  own 
Olympic  Games.  For  the  duration  of  the  Games  we 
are  offering  these  special  prices  and  a  Free  Prize 
Draw,  so  we  invite  you  to  become  a  Gold  Medal  winner. 
SPECTRUM  GENERICS'  track  record  is  second  to  none  so 
complete  your  order  today!! 

PLUS  All  official  orders  received  on  this  order  form  over  the  value 

of  £200  will  compete  in  our  FREE  OLYMPIC  DRAW 
Orders  over  £400  will  get  2  entries  Orders  over  £500  will  get  3  entries 

§[}LlJ  yllDAL  ?)jIE3  Sponsored  by  GOODWOOD  TRAVEL 

A  Champagne  Day  Trip  for  2  on  Concorde  and  The  Orient  Express 


ALL  PRODUCTS  MANUFACTURED  BY  NORTON  HEALTHCARE,  COX  PHARMACEUTICALS  OR  REGENT  LABORATORIES 


To  receive 

Gold  Medal  prices  you  must 

order  the  minimum  quantity  specified 

(»sp) 

ORDER 
QTY 

ORDER 
QTY 

AMOXYCILLIN  250ms  Caps 

500 

I  @  13.78 

3ft  13.38 

5  @  12.99 

FLUCLOXACILLIN  250m£(aps 

500 

1  @  22.63 

2  ro  21.97 

3  ft- 21.55 

AMOXYCILLIN  500mg  Caps 

100 

1  @  5.13 

3  ft  4.99 

5  @  4.95 

GLIBENCLAM1DE  5mg  Tabs 

1000 

Its*  4.99 

2  #4.84 

3  #4.70 

ATENOLOL  50mg  Tabs 

28 

20  @  0.95 

50  r«  0.90 

10(l(o  0.85 

IBUPROFEN400ingTabs 

250 

3  @  2.71 

5  r«>  2.63 

10  c.  2.55 

ATENOLOL  lOOmg  Tabs 

28 

10  (o  0.99 

30  co  0.95 

50  ca  0.90 

ISOSORBIDK  MONO  2flms  labs  100 

5  @  4.56 

10  Co  4.43 

20  @  4.30 

AZATHIOPRINE  Tabs 

100 

2@10.  29 

4@9.99 

U  C«  9.711 

MEFENAMIC  ACID  SilOmg  Tabs 

100 

1  @  8.90 

2  @  8.65 

4  #  8.40 

BACLOFEN  lOmgTabs 

100 

2  (w  5.25 

4  fa.  5.15 

6  #  5.10 

METOPROLOL  SOmgTabs 

100 

2(«.3.00 

4  ft  2.95 

6  #2.85 

CIMETIDINE  20()mgTabs 

120 

1@  13.10 

3  @  12.72 

5r«  1135 

METOPROLOLlOOmgTabs  100 

2  @  6.05 

4  ft  5.95 

6  #5.75 

CIMETIDINE  400ms  Tabs 

60 

5  @  13.10 

10  ca.  12.30 

20  r«  12.15 

NAPROXEN  2S0mgTabs 

250 

l(g.6.52 

2  ft  6.33 

3  #6.15 

CIMETIDINE  800mg  Tabs 

30 

1  @  13.10 

3(&.  12.72 

5  ft  12.35 

NAPROXEN  SOIImg  Tabs 

100 

l(g.5.29 

2  ft  5.14 

3  #4.99 

CO-DYDRAMOL  Tabs 

500 

2  @  5.25 

4(&5.10 

6  #4.95 

NIFEDIPINE  10mg  Caps  (Orange)  100 

2  @  3.98 

5  @  3.86 

10  ft.  3.79 

COPROXAMOL  (Regent) 

100 

1  Or?)  0.74 

50  @  0.72 

10()(«0.7() 

PIROXICAMlOmgCaps 

60 

2(o5.15 

5  ft  5.00 

10  @  4.85 

COPROXAMOL  (Cox) 

100 

10(6-0.85 

50  Co>  0.82 

LOO  @  0.80 

PIROXICAM20mgCaps  30 

2(«i  5.15 

5  ft  5.00 

10  #4.85 

DIHYDROCODEINE  Tabs 

500 

1  @  8,43 

3  @  8.19 

Seal. 95 

PROCYCLII)INE5msTabs 

500 

1  @  9.90 

2  ft  9.75 

4  #9.60 

DICLOFENAC  50mg  Tabs 

100 

1  @  5.08 

5  @  4.93 

10  #4.79 

SALBUTAMOL  INHALER  1 

10  @  0.95 

30  r«  0.93 

50  r«  0.90 

DILTIAZEM  60ms  Tabs 

100 

10  @  8.22 

20  Co'  7.98 

30  @  7.75 

SPIRONOLACTONE  lOOmg  Tabs  100 

1@4.77 

2  ft  4.64 

3  #4.50 

DIPYRIDAMOLE  looms  Tabs 

100 

2  @  3.66 

5r«.3.50 

10  @  3.40 

TAMOXIFEN  lOmg Tabs (Foil)  250 

1(0.13.54 

2  r«>  13.34 

3  ft- 12.95 

DOTHIEPIN  75mgTabs 

28 

2  @  2.90 

5  @  2.80 

10  @  2.70 

TAMOXIFEN  20mg  Tabs  (Foil)  250 

1  @  26.47 

2  ft' 25.70 

3  #24.95 

DOXYCYCLINElOOmgCaps 

50 

1@  15.86 

2  ft  15.20 

4  ft.  14.75 

TEMAZEPAM  lOmgCaps 

1000 

1  ro.  14.90 

2  ft  14.50 

3  #13.99 

ERYTHROMYCIN  250mg  Tabs  500 

1@  16.23 

2  r«.  15.76 

3  ft.  15.30 

TEMAZFPAM  20mg  Caps 

500 

ho.13.25 

2  ft  12.60 

3  #11.90 

Name  _ 
(Address 


Post  Code 


"lei  \o 


Account  No. 

(il  new  liieounl 
wnir  ••NI'W-> 


Order  Value 


Send  your  completed  order  to:   (no  stamp  required) 

SPECTRUM  GENERICS 
FREEPOST    LONDON  E 1 7  5BR 


Draw  and  promotion  closing  date  3  J  st  August  1992 

Prize  winners  will  be  notified  within  2  weeks  of  the  closing  dale 


Phamiacyupdate 

Will  it  harm  baby? 


Catherine  Duggan 
and  Charlotte  Fry 
conclude  their  series 
on  drugs  and 
pregnancy  with  a 
study  of  breast 
feeding. 

The  proportion  of  women  who 
elect  to  breast  feed  their 
infants  is  increasing  here  and  in 
developing  countries.  Many 
factors  influence  a  mother's 
decision  to  breast  feed, 
including  the  healthcare  and 
medical  advice  she  receives 
during  her  pregnancy  and 
increased  general  awareness  of 
the  neonatal  benefits. 

Following  recognition  of 
certain  objective  advantages  of 
breast  feeding,  it  is  now 
considered  good  medical 
practice  to  encourage  women 
to  breast  feed  their  infants, 
always  provided  the 
encouragement  falls  some  way 
short  of  active  persuasion  and 
that  those  women  who  do  not 
breast  feed  do  not  feel  a  sense 
of  rejection  or  disapproval. 

There  are  two  aspects  to  the 
subject  of  drugs  and  breast 
feeding.  Firstly,  drug  treatment 
in  the  puerperium  can  be  used 
to  influence  lactation  directly, 
either  by  suppressing  it  or 
augmenting  it.  Secondly, 
passage  of  drugs  into  breast 
milk  can  give  rise  to  difficulties 
when  treating  women  who  are 
breast  feeding  their  infants. 

Drugs  and  control 
of  lactation 

During  pregnancy,  circulating 
levels  of  prolactin  secreted  from 
the  anterior  pituitary  begin  to 
rise  in  the  first  trimester  and 
increase  progressively  to  reach 
a  peak  level  before  delivery 
some  10-50  times  greater  than 
those  in  the  non-pregnant 
state.  Despite  this,  full  lactation 
does  not  occur  until  some  36-48 
hours  after  delivery  because  the 
high  levels  of  circulating 
progesterone  and  oestrogen, 
present  at  the  end  of 
pregnancy,  block  the  lactogenic 
effect  of  prolactin  on  the 
mammary  tissue. 

With  delivery  of  the  placenta, 
production  is  ended  and 
prolactin  is  free  to  stimulate 
lactation,  coinciding  with  the 
decreasing  plasma  levels  of 
progestogen  and  oestrogen. 


Although  these  hormone 
effects  are  important,  they  are 
outweighed  by  the  effects  of 
suckling,  the  most  powerful 
determinant  of  lactation.  It 
should  be  remembered  that 
even  an  adopting  mother  can 
lactate  and  feed  an  infant  if  the 
child  can  be  persuaded  to 
suckle  the  breast  persistently. 
Suckling  markedly  stimulates 
the  release  of  both  prolactin 
and  oxytocin,  promoting 
lactation  and  milk  expression. 
In  addition,  active  suckling 
empties  the  breast  of  milk  and 
directly  encourages  further 
lactation. 

Influencing 
lactation 

It  appears  that  the  most 
important  factors  for  the 
establishment  of  successful 
feeding  are  the  motivation  and 
confidence  of  the  mother; 
hormonal  factors  are  of 
secondary  importance. 

Motivation  can  be  aided  by 
giving  the  pregnant  woman  an 
explanation  of  the  main 
advantages  of  breast  feeding. 
Apart  from  the  physiological 
benefits  the  mother  may  derive 
from  the  close  contact  with 
their  infants,  there  are  certain 
advantages  of  breast  feeding 
which  can  be  objectively 
defended. 

Many  women,  having 
initiated  breast  feeding, 
abandon  it  early  claiming  that 
they  have  insufficient  milk  and 
fearing  the  child  is  being 
inadequately  fed.  The  fact  that 
some  enthusiastic  midwives  and 
clinicians  can  achieve  a  very 
high  incidence  of  successful 
breast  feeding  in  mothers  tends 
to  suggest  that  regimens  which 
maintain  the  mother's 
confidence  to  succeed  are 
extremely  important. 

Drug  treatment  of 
inadequate  or  failing  lactation 
seems  to  have  little  place. 
Several  drugs  are  known  to 
increase  prolactin  secretion 
and,  in  theory,  these  may  be 
effective  promoters  of 
lactation. 

Synthetic  thyrotropin 
releasing  hormone  (TRH) 
stimulates  prolactin  release, 
and  attempts  have  been  made 
to  enhance  lactational 
performance  in  women  by 
treatment  with  TRH,  but  the 
results  are  equivocal.  TRH 
administration  has  promoted 
breast  engorgement  with  rises 
in  both  milk  volume  and  milk 
fat  composition. 


Many  other  drugs  stimulate 
lactation,  for  example 
metoclopramide  is  a  dopamine 
antagonist  that  exerts  a  central 
effect  and  causes  prolactin 
release  with  some  evidence  to 
suggest  increased  milk 
production  in  some  women. 
However,  tests  and  studies  have 
revealed  that  the  placebo  effect 
is  very  great  in  breast  feeding 
and  that  confidence, 
encouragement  and  individual 
care  are  the  important 
determinants. 

Natural  suppression  will  occur 
without  the  use  of  drugs  and 
depends  only  on  the  exclusion 
of  suckling.  If  no  milk  is 
removed  then  lactation  will 
eventually  cease.  The 
disadvantage  of  this  simple 
method  is  that  the  breasts  may 
become  sore  and  tender.  Pain 
usually  occurs  three  or  four 
days  after  delivery  but  seldom 
extends  beyond  trie  first  week. 
The  use  of  supportive  clothing 
and  simple  analgesia  can  be 
advised  by  the  pharmacist  in 
these  counselling  situations. 

The  use  of  drugs  to  alleviate 
this  situation  can  only  be 
justified  if  they  significantly 
reduce  breast  discomfort. 

Oestrogens  were  first  used  in 
lactation  suppression  in  1938. 
They  do,  however,  cause 
unwanted  side  effects  such  as 
prolonging  the  period  of 
bloody  discharge  from  the 
puerperal  uterus  and  they 
significantly  predispose  the 
woman  to  thrombo-embolism 
of  the  puerperium  by  increasing 
synthesis  of  some  clotting 
factors. 

Drug  contaminants 
in  breast  milk 

It  is  an  obvious  possibility  that 
drugs  given  to  a  nursing 
woman  may  pass  into  her  milk 
and  adversely  affect  the 
suckling  infant. 

Mothers  are  taking  an 
increasing  variety  of  drugs  and, 
in  particular,  the  immediate 
puerperium  is  a  time  for 
considerable  drug  use; 
analgesics,  sedatives, 
antibiotics,  anticoagulants  and 
psychotropic  drugs  are 
frequently  employed  to  cope 
with  a  variety  of  post-  delivery 
problems. 

Nursing  mothers  frequently 
ask  health  care  professionals  if 
medicines  they  are  taking  can 
harm  their  infants.  The  clinician 
managing  the  patient  is 
obviously  cautious  but  data  on 
drug  interactions  is  often  hard 


to  evaluate.  The  literature  is 
extensive  but  much  of  it  reports 
isolated  adverse  effects  in 
breast  feeding  infants  which 
may  or  may  not  be  due  to  the 
drugs  their  mothers  were 
taking. 

The  risk  to  the  breast  fed 
infant  of  a  particular  drug 
being  taken  by  the  mother  is  in 
many  cases  difficult  to 
calculate.  In  the  absence  of 
precise  data  for  any  candidate 
drug  the  following  questions 
might  be  asked: 
1.  Is  the  drug  really  needed  by 
the  mother? 
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This  is  probably  the  most  crucial 
question,  with  some  treatments 
being  essential.  Many  women 
receive  drugs  without  any 
thought  being  given  to 
justifying  their  use. 
2.  Would  the  drug  do  any  harm 
if  the  infant  did  absorb  it? 
Most  drugs  would  be  likely  to 
have  a  harmful  effect  in 
therapeutic  doses. 
Anticoagulants  and  antimitotic 
drugs  present  an  obvious 
hazard.  Even  such  drugs  as 
sedative,  psychotropic  drugs 
and  anticonvulsants  might 
sedate  the  infants  sufficiently 
to  interfere  with  efficient 
feeding. 
Sex  hormones  might  upset 


the  endocrine  balance  in  the 
infant;  neonatal  hypo 
thyroidism  and  cretinism  can  be 
produced  by  anti-thyroid  drugs 
Certain  antibiotics  are  known 
to  be  toxic  to  the  infant. 
Sulphonamides  can  precipitate 
kernicterus  even  in  mildly 
jaundiced  infants,  tetracyclines 
can  discolour  the  teeth  and 
chloramphenicol,  which  is 
inadequately  metabolised  by 
neonates,  accumulates  and 
causes  the  so-called  grey 
syndrome. 

Since  neonates,  particularly 
premature  infants,  have  an 


immature  renal  and  hepatic 
function,  their  ability  to 
eliminate  drugs  is  limited.  Thus 
the  elimination  half-life  of  most 
drugs  is  longer  than  in  adults 
and  this  increases  the  potential 
toxicity  as  drug  accumulation 
can  occur. 

3.  Would  the  drug  be  absorbed 
by  the  infant  if  it  were  present 
in  the  milk? 

Any  drug  that  is  sufficiently 
lipid  soluble  to  enter  the  breast 
milk  would  probably  be 
absorbed  into  the 
gastrointestinal  tract  of  the 
infant.  In  addition,  the  intestine 
of  the  newborn  infant  appears 
to  permit  the  absorption  of 
undigested  macromolecules  so 


that  the  infant  may  become 
sensitised  to  the  drug  molecules 
in  the  breast  milk. 
4.  Does  the  drug  get  into  the 
milk  in  significant  quantities? 
The  principles  involved  in  the 
transfer  of  drugs  into  breast 
milk  are  reasonably  well 
established.  One  of  these 
involves  evaluating  the 
concentration  of  drug  in  the 
plasma.  This  is  dependent  on 
the  pharmacokinetics  of  the 
drug  in  the  mother,  most 
importantly  the  volume  of 
distribution  of  the  drug.  This  is 
high  for  most  drugs  and  hence 


the  plasma  concentration  is 
relatively  low. 

Transport 
mechanisms 

The  extent  of  transfer  of  drug 
from  the  mother's  blood  to 
milk  can  be  referred  to  as  the 
milk  to  plasma  ratio.  Drugs 
absorbed  by  the  mother  reach 
the  mammary  blood  vessels  via 
the  general  circulation  and 
then  have  to  traverse  the 
mammary  gland  epithelium  to 
reach  the  milk.  Drugs  may  cross 
this  barrier  by  active  transport 
or  by  diffusion. 

Active  transport  mechanisms 
exhibit  selectivity,  are  saturable 


and  have  a  requirement  for 
energy.  The  transported 
substance  is  transferred  against 
an  electrochemical  gradient. 
Many  organic  acids  and  bases 
cross  the  renal  tubule, 
blood-brain  barrier  and 
hepatocytes  by  this  means. 

Thiouracil  and  iodine  are 
known  to  be  secreted  into 
breast  milk  by  active  transport; 
more  drugs  appear  to  gain 
access  to  breast  milk  by  passive 
diffusion.  Non-electrolytes  with 
a  molecular  weight  under  200, 
such  as  ethanol,  urea  and 
antipyrine,  enter  milk  by 
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diffusion  through  the  pores  of 
the  mammary  gland 
epithelium. 

One  of  the  criteria  of  passage 
by  diffusion  is  that  the 
concentrations  of  a  drug  at 
equilibrium  are  identical  in  the 
aqueous  phases  on  either  side 
of  the  membrane.  The  majority 
of  drugs  are  weak  acids  or 
bases  and  exist  in  solution  as  a 
mixture  of  ionised  and 
non-ionised  species. 

Acidic  drugs  will  dissociate 
into  ions  more  in  an  alkaline 
medium  than  an  acidic  one,  the 
reverse  also  being  true. 
Non-ionised  drugs  cross  the 
cellular  barrier  much  better 
than  ionised  because  of  the 
phospholipid-protein  structure 
of  the  cell  membrane  and 
lipophilicity  of  the  drug.  The 
non-ionised  drugs  in  blood 
plasma  tend  to  diffuse  passively 
into  breast  milk. 

Many  drugs  are  highly 
protein  bound  in  the  plasma 
and  show  an  equilibrium 
between  free  and  bound  drug. 
Warfarin,  for  example,  is  highly 
protein-bound  in  plasma 
compared  to  ampicillin.  This  is 
important  because  only  the  free 
drug  is  available  to  diffuse  into 
the  milk,  where  binding  again 
takes  place  but  is  much  reduced 
as  the  concentration  of  protein 
in  milk  is  less  than  in  blood. 

The  pharmacist  must  utilise 
this  type  of  knowledge  to  cope 
adequately  with  any  queries 
that  may  arise  concerning  the 
actions  of  drugs  and  their 
ability  to  cross  from  mother  to 
infant  via  the  breast  milk. 

Specific  drugs 

Although  literature  on  adverse 
effects  of  drugs  in  breast  milk  is 
often  incomplete  or 
inconclusive  it  is  useful  to  know 
of  certain  drugs  that  are  often 
given  to  puerperal  women  and 
of  any  effects  noted. 

It  is  important  to  remember 
that  the  amounts  of  most  drugs 
in  breast  milk  are  very  small 
and  undue  alarm  should  not  be 
taken  merely  at  the  presence  of 
a  drug  in  milk. 

All  other  factors  should  be 
accounted  for  before 
discontinuing  the  medication  or 
breast  feeding.  Table  1  overleaf 
provides  a  summary. 
Analgesics:  Although  opiates 
can  be  detected  in  breast  milk 
they  are  present  in  very  small 
amounts  that  are  unlikely  to 
affect  the  infant.  This  may  be 
relevant  when  giving  heroin 
misusers  advice  about  the 
incidence  of  neonatal 
dependence  due  to  breast 
feeding.  There  may,  of  course, 
be  some  dependence  due  to 
placental  crossing  of  the  drug 
during  the  pregnancy. 

Paracetamol  and  aspirin  may 
be  used  in  puerperium  but 
there  is  a  single  case  report  of  a 
neonatal  convulsion  on  taking 
indomethacin  and  breast 
feeding  at  the  same  time. 
Contraceptives:  The  amount  of 
progesterone  or  oestrogen 
transferred  into  the  breast  milk 
is  less  than  1  per  cent  of  the 
maternal  dose,  and  low  dose 
contraceptives  are  widely  used 
in  breast  feeding  women 
without  any  known  toxicity. 

Continued  on  pi 42 
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Continued  from  pl41 

Progestogen  only  formulations 
are  the  best  choices  for  oral 
contraception  in  the  post- 
partum period. 

Anticoagulants:  There  is  some 
controversy  about 
anticoagulants.  Heparin  and 
warfarin  can  safely  be  given  to 
breast  feeding  women,  the 
former  is  ionised  at  a 
physiological  pH  (and 
ineffective  orally)  and  the  latter 
is  highly  protein  bound. 
Phenindione  should  not, 


Table  1:  Drug  safety 
during  lactation 


Drugs  NOT  safe  for 
administration  to  breast 
feeding  mothers: 

Anticancer  Lithium 

drugs  Ergot 

Iodine  Alkaloids 

Phenindione  Thiouracil 


Drugs  PROBABLY  NOT  safe: 

Barbiturates  Tetracyclines 
Sulphonamides  Thiazide 
Isoniazid  diuretics 
Metronidazole  Cimetidine 
Indomethacin    Nalidixic  acid 


Drugs  that  are  PROBABLY 
safe  for  nursing  mothers: 


Warfarin 
Phenothiazines 
Paracetamol 
Iron 

Mefenamic 
acid 
digoxin 

Antihistamines 
Carbamazepine 
Alcohol 


Salicylates 

Penicillins 

Erythromycin 

Morphine 

Nitrazepam 

Codeine 

Frusemide 

Imipramine 

Folic  acid 


however,  be  used  in  lactating 
women  due  to  a  high  incidence 
of  sensitivity. 

Thyroid  drugs:  As  previously 
mentioned  both  thiouracil  and 
iodine  appear  to  be  actively 
transported  into  breast  milk, 
but  should  not  be  considered 
an  absolute  contraindication 
providing  doses  are  kept  small. 
Antibiotics:  The  penicillins  and 
aminoglycoside  all  pass  into 
breast  milk  to  some  extent,  and 
although  resistance  or 
sensitisation  could  be  a 
problem  in  theory,  no  adverse 
effects  have  been  reported.  The 
aminoglycosides  could  possibly 
cause  ototoxicity  but  poor 
intestinal  absorption  greatly 
reduces  this  possibility. 

The  level  of  metronidazole  in 
milk  is  comparable  to  that  in 
plasma  but  the  amount 
transferred  to  the  baby  is 
relatively  low.  All 
sulphonamides  are  transferred 
to  miik  depending  on  their 
protein  binding,  but  could 
precipitate  kernicterus  in  a 
jaundiced  child.  As  previously 
mentioned  breastfeeding  while 
taking  chloramphenicol  is 
probably  contraindicated  due 
to  a  number  of  adverse 
reactions. 

Tetracyclines  theoretically 
cause  mottling  of  the  teeth  if 
absorbed  by  the  infant  but  are 
probably  bound  to  the  calcium 
in  the  milk  which  will  prevent 
absorption.  However,  they 
should  be  avoided  if 
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alternatives  are  available. 
Antihypertensives:  Propranolol 
is  excreted  into  the  milk  but  in 
amounts  that  would  probably 
not  affect  the  infant.  Thiazide 
diuretics  also  appear  in  the  milk 
but  at  insignificant  levels. 
Anticonvulsants  and  sedative 
hypnotics:  Caution  should  be 
taken  when  taking  barbiturates 
over  a  long  period  of  time  or  in 
excessive  amounts,  single  high 
doses  would  probably  result  in 
drowsiness  of  the  infant. 

Pharmacologically 
insignificant  amounts  of 
carbamazepine  have  been 
detected  in  breast  milk. 
Diazepam  should  be  avoided  as 
it  can  lead  to  lethargy  and 
weight  loss  in  the  infant  with 
prolonged  use.  Chlorpromazine 
does  not  appear  in  any 
significant  concentrations  in  the 


breast  milk.  However,  lithium 
enters  the  breast  milk  in 
relatively  high  concentrations 
and  may  lead  to  toxicity  as  it  is' 
completely  absorbed  by  the 
gastro-intestinal  tract. 

The  tricyclic  antidepressants 
imipramine,  desipramine  and 
amitriptyline  are  all  transferred 
to  the  breast  milk  but  in 
insignificant  amounts. 
Alcohol/cigarettes:  A  moderate 
amount  of  alcohol  ingestion  by 
the  nursing  mother  does  not 
affect  the  child.  However, 
health  education  should 
highlight  the  general  effects  of 
alcohol,  in  conjunction  with  the 
fact  that  high  levels  of  alcohol 
inhibit  the  milk  ejection  reflex. 

With  smoking,  the  infant  is  in 
more  danger  from  inhaled 
cigarette  smoke  than  from 
consuming  the  nicotine  in 


Questions  &  Answers 


breast  milk.  Heavy  smoking  has 
however,  been  suggested  to 
interfere  with  milk  supply. 

Conclusion 

Although  many  drugs  are 
present  in  milk  in 
concentrations  similar  to,  or 
greater  than,  the 
concentrations  in  maternal 
blood,  the  quantity  of  drug 
ingested  by  the  child  is  small 
and  generally  insignificant. 

There  is  an  advisory  role  for 
pharmacists  on  the  entire 
subject  of  breast  feeding,  from 
reassurance  to  advising  on  drug 
and  prescription  monitoring. 

•  The  first  part  of  this  series 
"Pregnant  and  ill,  too"  was 
published  on  March  13,  and  the] 
second  "...Making  labour 
easier"  appeared  on  May  9. 


A  woman  in  her  mid-twenties  asks  for  a  support  bandage  for  her 

wrist  when  she  hands  you  this  prescription.  She  also  wants  to 
know  whether  ibuprofen  is  any  good  for  headache.  You  recognise 
her  as  a  computer  operator  from  a  large  company  nearby 


1.  Is  the  dose  of  piroxicam  gel 
optimal? 

2.  Are  there  grounds  for 
questioning  the 

appropriateness  of  treatment  in 
this  case? 

3.  Is  it  generally  safe  to  take 
ibuprofen  with  a  topical 
NSAID? 

4.  What  action  do  you  suggest? 

5.  Do  you  have  any  other 
comments? 


conditions. 

VDU  operators  may  also 
complain  of  headache  and  eye 
strain:  the  need  for  further 
analgesia  may  be  part  of  the 
same  problem.  Ibuprofen  is 
more  expensive  and  probably 
no  better  than  paracetamol  for 
simple  headache. 
3.  Yes.  Blood  levels  of  NSAIDs 
after  topical  application  are 
very  low  —  in  the  case  of 
piroxicam  gel,  one-twentieth  of 
the  level  after  oral 
administration  —  and  unlikely 
to  increase  the  risk  of  adverse 
effects  of  OTC  analgesics 
significantly.  Although  regular 
doses  of  ibuprofen  would 
render  the  gel  redundant,  it 


seems  unlikely  that  she  intends 
to  take  it  in  this  way. 

4.  Great  care  is  necessary  when 
dealing  with  work-related 
injuries.  Causing  alarm  has 
serious  implications  for  both 
employers,  who  may  face  extra 
costs,  and  employees,  who  may 
lose  their  jobs.  The  patient 
herself  may  prefer  not  to 
address  these  issues  while  she 
can  continue  to  work.  Tactful 
questioning  should  reveal  her 
feelings  on  the  issue  and  the 
extent  of  any  advice  from  the 
GP,  and  will  dictate  any  further 
action. 

5.  You  should  ensure  that  the 
gel  is  not  applied  under  an 
occlusive  bandage. 


1.  No.  For  best  effect,  topical 
NSAIDs  should  be  applied 
regularly,  not  as  required. 
Although  their  analgesic  action 
is  fairly  rapid  in  onset,  their 
anti-inflammatory  effects  take 
longer  to  become  apparent. 
Massage  of  the  affected  area 
probably  contributes  to  the 
therapeutic  effect  and  this  is 
likely  to  be  more  helpful  if 
done  regularly. 

2.  While  this  could  be  a  simple 
strain  or  a  sports  injury,  there 
are  signs  that  this  is  a  case  of 
repetitive  strain  injury. 
Computer  operatives  are  at 
high  risk  of  RSI  from  a  poor 
working  position  and  intense 
work  schedules,  and  wrist  injury 
is  common.  The  fact  that  she 
has  requested  a  support 
bandage  suggests  she  intends 
to  continue  working  but 
treating  the  injury  will  be 
fruitless  without  rest  and 
without  addressing  the 
underlying  problem  of  working 
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BIG  LAUNCH  FOR  LITTLE  PEOPLE 

Once  upon  a  time  there  was  Sudocrem  -  the  famous  soothing  cream 
for  babies,  trusted  by  mums  for  generations. 

Big  news  for  baby  -  and  for  you  -  is  the  launch  of  a  brand  new  Baby 
Lotion  bearing  the  Sudocrem  name. 

Available  in  economical  300ml  and  handy  200ml  sizes,  it  can  be  used 
as  a  cleaner  and  moisturiser  prior  to  using  Sudocrem  -  providing  a  great 
opportunity  for  linked  sales. 

Accompanying  advertising  and  point-of-sale  will  be  extensive  and 
feature  these  appealing  characters. 

Let  our  Little  People  increase  your  profits  too. 


STOCK  GILLETTE  SENSOR 
AND  GEL  THIS  SUMMER 
AND  MAKE  SURE  YOU'RE 
NOT  CAUGHT  OUT. 

Since  its  launch  Gillette  Sensor  has 
taken  almost  30%*  of  the  value  of  the 
systems  blades  market  and  Gillette  Gel 
over  50%  *  of  the  fast  growing  shaving  gel 
market. 

Such  phenomenal  growth  reflects  the 
needs  of  discerning  men  who  care  about 
the  quality  of  shaving  and  grooming 
products  they  use. 

That's  why  they  turn  to  Gillette,  and 
that's  why  we're  giving  you  the  best 
support  you  can  get. 

With  an  £8. 9m  TV  campaign  running 
nationally  during  1992  and  heavyweight 
activity  during  the  summer  months,  no 
one's  doing  more  to  support  the  premium 
blades  and  preparations  market. 

Make  sure  you're  making  the  most  of 
the  opportunity  by  stocking  Gillette  Sensor 
and  Gel  shaving  preparations. 

You'll  be  bowled  over  by  their  profits. 


Gillette  Sensor  &  Gel. 
The  Best  a  Man  Can  Get. 
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Wembley  Exhibition  Centre 

LONDON 
13  and  14  September  1992 


Chemex...  the  unique  opportunity  for  retailers,  buyers  and  specifiers  to 
see,  compare  and  select  new  and  profitable  lines.  The  show  offers  the 
only  chance  to  see  over  250  companies  under  one  roof  exhibiting  over 
2000  products. 

Everything  on  show  in  a  pharmacy  is  on  show  at  Chemex: 

Pharmaceuticals      Toiletries  Cosmetics 


Shi 


Photography 


And  much  more.. 


Hundreds  of  "Show  Only"  offers  -  competitions  and  prizes. 


NPA  Village  -  all  you  could  want  on  shopfitting  and  pharmacy  planning, 
financial,  legal  and  insurance  matters  in  business  and  personal  affairs, 
pensions,  retail,  business  and  pharmacy  equipment,  together  with 
training  and  information  on  the  NHS,  pharmacy  services  and  retailing. 

Wembley  Exhibition  Centre 

Staged  at  Wembley,  this  superb  centre  is  easily  accessible  by  public  and 
private  transport  with  parking  for  over  5000  cars. 

Today  your  business  must  be  efficient  and  profitable  -Chemex  offers  you 
that  opportunity. 


7*7 


Sponsored  by 

CHEMIST& 
DRUGGIST 


CHEMEX 

EXHIBITION 


Please  send  me 
NAME   


free  tickets  for  Chemex  92 


COMPANY 
ADDRESS 


13  &  14  SEPTEMBER  1992 
WEMBLEY  EXHIBITION 
CENTRE 'WEMBLEY 
LONDON 


POSTCODE 


MGB  Exhibitions  Ltd.  Marlowe  House,  109  Station  Road,  Sidcup,  Kent  DA15  7ET 
Telephone:  081  302  7215 
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in  hand 


Monitoring  liquidity  is  more  than  just  an  accounting  exercise,  it 
can  tell  you  how  to  get  the  most  out  of  your  business.  In  the  last  of 
his  series  'Back  to  Basics,'  Eric  Jensen  BCOM  MPharmS,  looks  at 
cash  flow  and  explains  its  value  to  the  pharmacist 


Liquid  assets  are  those  which 
can  rapidly  be  turned  into  cash. 
Money  itself,  hard  cash,  is  the 
perfect  liquid  asset;  money  in 
the  bank  or  building  society  is 
almost  as  liquid. 
Good,  clean,  saleable  stock  is 


not  quite  as  liquid.  You  cannot 
pay  your  suppliers  or  your  staff 
with  stock.  Vehicles,  goodwill, 
fixtures  and  fittings  are  not 
liquid,  but  money  owing  to  you 
short  term  might  be  realisable 
quickly  if  the  debtors  are 


sound. 

There  are  cash  flows  in  to  and 
out  from  your  pharmacy.  The 
ideal  is  to  get  cash  in  as 
speedily  and  in  as  large 
amounts  as  is  possible,  while 
paying  out  as  little  and  as  late 


Eric  Jensen,  a  contributor  to 
Chemist  &  Druggist  for  many 
years,  died  on  June  19.  It  was 
nis  family's  wish  that  we 
should  publish  this,  his  final 
piece  of  work.  Tributes  to  him 
appeared  in  C&D  on  June  27. 
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as  you  can!  Cash  flow  control 
must  therefore  be  an  integral 
part  of  any  merchandising  and 
marketing  policy,  and  costs 
should  be  kept  to  a  minimum. 

Keep  it  moving 

You  should  aim  to  keep  cash 
circulating,  and  not  to  tie 
money  up  where  it  is  not 
earning  its  keep.  And  never 
forget  that  stock  is  money  and 
should  not  be  sitting  idle  on  the 
shelf  for  too  long. 

An  excellent  way  to  start  a 
study  of  your  cash  flow  is  to  go 
through  your  latest  balance 
sheet  in  detail.  Look  at  how 
your  assets  are  made  up.  Work 
out  what  your  liabilities  are  and 
pinpoint  which  must  be  met 
quickly.  Consider  whether  your 
liquid  assets  more  than  cover 
your  short  term  debts. 

When  you  look  at  your  assets 
you  might  discover  that  you 
nave  one  or  more  rooms  or 
other  space  which  are  not 
bringing  in  any  cash.  This  space 
could  be  employed  to  increase 
your  takings,  or  be  sublet  to 
produce  a  rental  income.  Space 
is  very  costly,  especially  if  it  is 
unused.  Try  to  convert  a 
negative  space  cash  flow  into  a 
positive  one. 

Doing  the  budget 

After  you  have  perused  your 
balance  sheet,  the  next  step 
goes  to  the  heart  of  cash  flow 
monitorinq.  You  need  to 
prepare  a  budget  control 
system,  with  a  forecast  of  the 
cash  you  expect  to  receive  and 
to  pay  out  over  the  next  year  or 
more.  Preferably  you  should 
look  two  or  more  years  ahead. 

For  this  exercise  you  will  not 
be  working  with  certainties  but 
with  estimates.  These  should  be 
as  realistic  as  you  can  make 
them  —  pure  guesswork  is  not 
much  use! 

When  you  prepare  your 
forecast  it  is  crucial  that  you 
distinguish  carefully  between 
capital  outgoings  and 
incomings  and  revenue 
movements  of  cash.  For 
example,  make  sure  that 
investing  in  a  new  car  or  a  refit 

Continued  on  pi 51 
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ADVERTISEMENT  FEATURE 

Vicks  VapoSyrup  -  thi 

faster  cougti 


VapoSyrup  VapoSyrup  VapoSyrup  VapoSyrup 


FOR  DRY 
COUGHS 


FOR  DRY 
COUGHS 


AND  NASAL 
CONGESTION 


FOR  CHESTY 
COUGHS 


FOR  CHESTY 
COUGHS 


Starts  working 
the  instant  you  swallow 


workin 
the  instant  you  swallow 


Starts  working 
the  instant  you  swallow 


Last  October  Proctor  & 
Gamble  promised 
pharmacists  a  major 
innovation  in  cougi 
relief  when  they 
announced  the  launch  of 
Vicks  VapoSyrup.  Less 
than  a  year  later,  th~ 
company  has  been 
proved  right;  VapoSyrup 
has  been  a  runaway 
success,  stimulating  the 
static  cough  market  and 
seizing  the  number  three 
brand  position  in  just 
five  months.  This  trend 
looks  set  to  continue  as 
P&G  announce  that,  in 
an  unprecedented  move, 
it  will  be  supportin 
VapoSyrup  with  th< 
same  massive  media 
promotional  spend 
last  year. 


Vicks  VapoSyrup 
achieves  an  8.6%  share  of  the  total  cough  remedies 
market  in  just  five  months 


Total  Market  Value  -  £75  million 
VapoSyrup  Media  Spend  -  £2.3  million 


VapoSyrup  advertising  breaks 


Launch  of  VapoSyrup 


Jul/Aug    Sep/Oct   Nov/Dec  Jan/Feb  Mar/Apr 
91  92 


winning  formula  for 
and  cold  relief 


Vicks  VapoSyrup 
provides  a  reduction  in  coughing  faster  than  the 
two  leading  pharmacy  brands. 


VapoSyrup 
for  dry  coughs 


Cough  market  grows 
by  16% 

VapoSyrup's  success  is  even 
more  pronounced,  given  the 
historically  static  state  of  the  UK 
cough  remedies  market.  In  just 
five  months,  VapoSyrup 
achieved  an  8.6  per  cent  value 
share,  and  has  contributed 
significantly  to  the  massive 
growth  exhibited  this  year  by 
the  cough  sector.  In  fact, 
Nielsen  figures  show  that  since 
the  launch  of  VapoSyrup,  the 
total  cough  remedy  market  has 
grown  16  per  cent  in  value, 
compared  to  an  inactive  market 
the  year  before. 

Claire  Wright,  VapoSyrup's 
brand  manager,  asserts:  "This 
has  been  the  direct  result  of  the 
launch  of  VapoSyrup  and  the 
reaction  of  our  competitors  to 
it.  What  this  means  in  sales 
terms  is  an  increase  in  consumer 
spending  from  £65  million  in 
1990-91  to  £75  million  in  1991- 
92.  As  around  80  per  cent  of 
cough  remedy  sales  are  through 
pharmacy  outlets,  the  pharmacy 
sector  will  benefit  considerably 
from  this  growth." 

P&G  attribute  VapoSyrup's 
success  to  a  number  of  factors: 
"VapoSyrup  has  been 
specifically  developed  to  meet  a 


45 

Minutes 


clear  consumer  need  for  a  fast- 
acting  and  effective  cough 
remedy.  Because  of  this,  it  has 
proven  extremely  popular  with 
consumers.  In  addition,  our 
message  has  been  well- 
communicated  by  our  strong  TV 
campaign  and  massive  media 
presence." 

Pharmacist  support 

Claire  continues:  "Another 
extremely  important  factor 
however,  has  been  the  level  of 
endorsement  given  to 
VapoSyrup  by  pharmacists.  The 
pharmacy  sector  has  really  put 
its  support  behind  VapoSyrup 
and  our  research  shows  that  in 
England  and  Wales,  VapoSyrup 
has  achieved  recommendation 
levels  that  are  equal  to  the 
leading  cough  syrup  brand  " 

New  approach 

The  first  major  range  launch 
into  the  winter  remedies  market 
in  recent  years,  Vicks  VapoSyrup 
marks  a  new  approach  to  cougn 
treatment,  based  on 
understanding  consumers' 
needs,  developing  products 
with  trusted  ingredients  and 
adopting  a  rational  approach  to 
treatment. 

Eager  to  develop  the  best 
possible  cough  remedy  product, 


P&G  spent  five  years  researching 
the  market.  The  key  finding  was 
that  97  per  cent  of  consumers 
were  dissatisfied  with  the  speed 
of  relief  obtained  from  cough 
treatments  traditionally 
available.  P&G  set  their 
international  research  and 
development  facilities  to  the 
task  of  addressing  this  problem, 
and  developing  a  product  to 
meet  consumer  requirements. 

Thixotropy  in  action 

Traditional  cough  medicines 
take  up  to  45  minutes  to 
achieve  peak  plasma 
concentrations  of  the  active 
ingredients  and  fully  exert  their 
effect.  VapoSyrup  contains 
highly  effective  systemic  agents, 
but  they  are  delivered  in  a 
unique  thixotropic  base.  This  is 
a  thickening  ingredient  which 
enables  the  syrup  to  adhere  to 
the  throat  and  coat  the  cough 
receptors  located  there 
immediately  on  swallowing  and 
so  reduce  the  urge  to  cough 
within  five  minutes. 

Shaking  the  bottle  allows 
the  medicine  to  flow  freely  for 
measurement  of  the  dose;  the 
viscosity  then  increases,  helping 
the  medicine  adhere  to  the 
throat  and  coat  the  local  sites  of 
irritation. 


In  addition  to  the  unique 
thixotropic  technology 
contained  in  each  Vicks 
VapoSyrup  formula,  the  range 
consists  of  four  different 
variants  designed  to  deal  with 
the  different  types  of  cough 
pharmacists  are  most  frequently 
asked  to  advise  on. 

There  are  VapoSyrup 
variants  for  dry  cough,  chesty 
cough,  dry  cough  with  nasal 
congestion  and  chesty  cough 
with  nasal  congestion.  All  are 
available  in  120ml  bottles,  with 
a  retail  price  of  £2.49.  Three  of 
the  four  are  Pharmacy  only 
medicines. 

Claire  Wright  reports: 
"People  coming  in  to  the 
pharmacy  for  cough  remedies 
will  generally  have  one  of  two 
types  of  cough  -  dry  or  chesty, 
and  they  mav  or  may  not  have 
symptoms  of  nasal  congestion. 
Current  medical  practice 
opinion  stresses  the  importance 
of  ensuring  that  consumers  take 
a  remedy  containing  only 
ingredients  relevant  to  tneir 
symptoms.  Vicks  VapoSyrup 
offers  a  rational  range  of 
formulations  with  and  without 
decongestants. 

The  dry  cough  variants 
contain  trie  highly  effective 
anti-tussive  dextromethorphan, 
which  acts  centrally  on  the 
cough  reflex  to  reduce  the  urge 
to  cough.  The  chesty  variants 
contain  guiaphenesin,  shown  to 
be  effective  in  reducing  the 
viscosity  of  mucus  present  in 
the  chest,  making  it  easier  to 
cough  up.  Both  dry  and  chesty 
variants  are  also  available  in 
decongestant  formulations, 
which  contain  the 
sympathomimetic  agent 
phenylpropanolamine." 

No  drowsiness 

In  addition,  none  of  the 
VapoSyrup  variants  contain  an 
antihistamine,  so  consumers  can 
be  safe  in  the  knowledge  that 
they  should  not  suffer  any  of 
the  side-effects,  such  as 
drowsiness,  which  are 
associated  with  preparations 
containing  an  antihistamine. 


Commitment  to 
healthcare 

The  support  package  behind 
Vicks  VapoSyrup  demonstrates 
P&G's  commitment  to 
healthcare.  Claire  concludes, 
"At  Vicks,  we  see  innovation 
and  development  in  healthcare 
products  as  part  of  our 
programme  of  launching  and 
supporting  major  pharmacy 
brands  We  are  committed  to 
expanding  the  role  of  the 
pharmacist  in  the  provision  of 
community  healthcare  and  self- 
medication." 
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As  with  any  new  treatment,  there  are  always  questions  which  your  patients  will  ask. 
These  are  the  most  common  questions  which  they  are  likely  to  raise  about  Nicotinell. 


Q.   Why  do  the  patches  come  in  3  different  sizes? 

A.    Nicotinell  comes  in  three  doses,  so  that  you  can  be 

gradually  weaned  off  your  nicotine  dependence.  If  you 
smoke  20  or  more  cigarettes  per  day,  you  should  use 
Nicotinell  TTS  30  for  the  first  month,  Nicotinell  TTS  20 
for  the  second  month  and  Nicotinell  TTS  10  for  the 
third  month. 

Q.    Why  is  the  'Patient  Support  Pack'  important? 

A.    Overcoming  nicotine  dependence  is  only  one  part  of 
giving  up  smoking. 
The  'Patient  Support  Pack' 
gives  help  with  slopping  the 
smoking  habit.  It  helps  you 
plan  how  you  will  quit,  and 
gives  encouragement 
throughout  the  3  month 
'Nicotinell  Treatment 
Programme'. 

Q.  Where  should  I  wear  the  patch? 
A.    The  Nicotinell  patch  should  be 

applied  to  a  dry,  non-hairy 

area  of  skin  on  the  trunk  or 


Q. 


upper  arm. 

How  often  should  I  change  the 
patch? 

Every  day,  first  thing  in  the 
morning. 


Q.    Should  I  take  the  patch  off  at  night? 

A.    No.  It  is  important  that  you  have  a  constant  level  of 
nicotine  in  your  blood,  24  hours  a  day.  If  you  took  the 
patch  off  at  night,  the  low  nicotine  levels  in  your  blood  in 
the  morning  could  increase  your  craving  for  a  cigarette. 

Q.    Can  I  wear  the  patch  in  the  shower  or  bath,  and  when  I 
play  sport  or  go  swimming? 

A.    Yes.  The  patch  has  a  special  adhesive  which  works  even 
in  the  wet. 


Q.   Does  it  work? 

A.    Nicotinell  can  help  to  overcome 
nicotine  dependence,  reduce 
cravings  and  lessen  unpleasant 
withdrawal  symptoms.  Rut 
breaking  the  smoking  habit 
still  needs  willpower.  So  how 
successful  you  are  depends 
on  how  committed  you  are  to 
succeed. 

Q.    Will  I  put  on  weight? 

A.    At  the  end  of  a  3  month  trial 
with  the  'Nicotinell  Treatment 
Programme',  patients  who 
had  quit  using  Nicotinell  on 
average  gained  just  0.21b, 
compared  to  9.71b  in  patients 
using  a  placebo  patch.  ' 
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The  'Patient  Support  Pack'  above 
provided  with  each  pack  of  N 


will  be  automatically 
icotinell  ITS  M). 


Nicotinell 


transdermal  nicotine 


TTS 

helps  to  overcome  nicotine  addiction 


Nicotinell<S>TTS  Prescribing  Information 
Presentation  Transdermal  therapeutic 
system  containing  nicotine,  available  in  3 

sizes  (10cm2,  20cm-,  30cm2)  releasing 
approximately  0.7mg/cm2/24  bonis. 
Indication  Treatment  ol  nicotine 
dependence,  as  an  aid  to  smoking 
cessation.  Dosage  Subjects  should  stop 
smoking  (omplclck  when  stalling 
ticatmcnl.  For  those  smoking  more  than 
20  cigarettes  a  day.  treatment  should  be 
started  with  Nicotinell  ITS  30  once  daily 
applied  to  a  dry,  ni  m-hairy  ai  ea  ol  skin  on 
the  trunk  oi  upper  arm.  Those  smoking 
less  should  start  with  Nicotinell  TTS  20 
once  daily.  Sizes  of  30cm2, 20cm2  and  10cm2 
.tie  available  to  permit  gradual  withdrawal 


ol  nicotine  replacement,  using  treatment 
periods  of  3-4  weeks  with  each  size.  Total 
treatment  periods  of  more  than  3  months 
and  doses  above  30  cm2  have  not  been 
evaluated.  Contraindications  Non-smokers, 
occasional  smokers,  children.  As  with 
smoking,  Nicotinell  is  conn aindicated 
during  pregnancy  and  breast  feeding,  and 
in  acute  myo<  ardial  infarction,  unstable  or 
worsening  angina  pectoris,  sevc  re  cardiac 
arrhythmias,  ret  "ent  cerebrovascular  accident, 
diseases  of  the  skin  which  may  complicate 
patch  therapy,  and  known  hypersensitivity 
tonici  itine.  Precautions  1  Iypei  tension,  stable 
angina  pectoris,  cerebrovascular  disease, 
■  «  c  lusivc  pei  ipheral  ai  terial  rlisease,  heart 
I  ail  uk-,  hyperthyroidism,  diabetes  mellilus. 


printing,  £32.83.  Nicotinell  TTS  20 
(PL0001/0162)  in  packs  ol  L'H  patches, 
134.56.  Nicotinell  TTS  30  (PL0001/0163) 
in  packs  ol  28  pate  lus,  £36.28. 
®  denotes  registered  trademark. 
Full  prescribing  information  is  available 
on  request  from  Gcigv  Pharmaceutic  als, 
Wimblehurst  Road,  Horsham,  West  Sussex, 
RH12  4AB.  Telephone  (0403)  50101. 
Reference  1.  Abelin  T  et  al.  Controlled 
trial  ol  transdermal  nicotine  patch  in 
tobacco  withdrawal.  Lancet.  19S9;  January 

GEIGY 

of28  patches,  trade  price,  correctatume  of      you|.  partner  in  Health  Care 


renal  or  hepatic  impairment,  peptic  ulcer. 
Persistent  skin  reaction  to  die  patch.  Keep 
out  of  the  reach  of  children  at  all  times. 
Side-effects  Sm<  >ktng  c  essation  is  associated 
with  withdrawal  symptoms.  The  most 
frequently  reported  adverse  events  in 
controlled  clinical  uials  regardless  of  any 
causal  association  were:  reaction  at 
application  site  (usually  erythema  or 
pruritus),  headache,  cold  and  flu-like 
symptoms,  insomnia,  nausea,  myalgia,  and 
dizziness.  Occasionally:  blood  pressure 
changes,  other  central  nervous  system 
effects  and  gastrointestinal  disturbances. 
See  lull  prescribing  information.  Packs 
NicotinellTTS10(PL0001/0161)in  packs 
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does  not  leave  you  short  of  the 
ready  money  to  pay  suppliers. 

Consider,  too,  the  various 
alternatives  to  paying  all  at 
once  for  capital  goods.  Perhaps 
leasing  or  hiring  could  provide 
a  better  deal  for  your  business. 

Also  ask  yourself  how  quickly 
any  capital  investment,  such  as 
a  refit,  can  begin  to  bring  in 
cash  in  the  form  of  increased 
sales. 

Forecast  cash 

Your  forecast  of  cash  into  the 
business  should  be  based  on 
past  experience  and  on  a 
thorough  market  research  of 
the  future.  Divide  the  figures 
into  the  two  main  sectors  of 
NHS  and  OTC  and  the  latter 
into  the  principal  sub-sectors  of 
your  pharmacy. 

The  forecast  should  be  on  a 
month  by  month  basis  and 
should  include  all  expected 
receipts  of  capital  or  revenue. 
Perhaps  you  have  income  from 
a  sublet  or  propose  to  sell  some 
capital  asset;  if  so,  include  it. 

Keep  well  in  mind  the 
precept  that  to  err  on  the  side 
of  caution  can  help  guard 
against  unpleasant  surprises. 

Similarly,  expected 
expenditure  should  be  forecast 
on  a  monthly  basis.  Purchase  of 
stock  will  be  a  major  item, 
taking  into  consideration  peak 
purchases  for  Christmas  and 
other  seasonal  variations  from 
the  norm.  A  glance  at  the  latest 
profit  and  loss  account  will  be  a 
helpful  reminder  of  expenses  to 
be  met,  but  you  will,  of  course, 
have  to  think  of  any  anticipated 
new  commitments. 

Comparison  of  the  two 
forecasts  will  highlight  times 
when  outgoings  might  for  a 
time  exceed  incomings,  and  vice 
versa.  Any  necessary  bank 
arrangements  can  then  be 
made  well  in  advance  and 
"emergency"  calls  avoided.  It  is 
important  to  remember 
non-business  cash  requirements 
for  holidays,  say,  when  you 
might  wish  to  augment  your 
usual  drawings. 

Alongside  all  the  figures  in 
the  forecast,  space  should  be 
left  for  the  actual  amounts; 
adjustments  can  then  be  made 
as  called  for.  If,  for  instance,  the 
cash  flow  inwards  falls  short  of 
anticipations,  outgoings  must 
be  curtailed. 

Close  co-operation  with  the 
bank  is  especially  sensible  in 
these  circumstances,  and  the 
form  this  takes  will  depend  on 
whether  the  discrepancy  is 
likely  to  be  short  term  or  more 
prolonged. 

Warning  signs 

You  should  be  alert  to  warning 
signs  of  trouble.  If  you  find  you 
are  short  of  cash  to  pay 
suppliers  and  to  meet  other 
immediate  liabilities,  and  the 
money  has  not  gone  into 
additional  stock,  quick  action  is 
needed 

If  there  is  no  obvious 
explanation,  such  as  having 
bought  a  new  car,  you  should 
arrange  for  an  emergency  stock 
check  giving  no-one  advance 
notice  of  this  step.  Should  the 
problem  still  not  be 
satisfactorily  resolved  you 
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might  consider  engaging  a 
security  firm  to  investigate  — 
unfortunate,  but  prudent. 

The  experts  estimate  that 
"leakages"  between  factory 
and  the  end  customer 
nationally  are  probably  about  2 
per  cent  of  turnover.  Half  of 
this  theft  is  believed  to  be  in 
transit,  the  other  half  in  the 
shop  itself.  Of  course  there  is 
great  variation  between 
businesses,  but  every  retailer 
should  ensure  that  invoices, 
delivery  notes  and  goods  in  and 
out  are  carefully  checked.  One 
or  two  per  cent  of  the  average 
pharmacy  takings  is  big  money. 

Suggestions 

□Do  all  you  can  to  increase 
gross  margins,  but  not  at  the 
cost  of  over-stocking. 
Ultimately  all  your  expenses 
must  be  met  from  your  gross,  in 
preference  to  costly  borrowing 
or  by  selling  assets. 

□  Bargain  for  extended  credit 
and  higher  discounts  when  you 
place  tne  order,  or  even  before 
you  place  it  which  is  a  better 
psychological  moment. 

□  Pay  bills  by  cheque:  they  take 
a  few  days  to  clear  and  help 
positive  cash  flow. 

Chase  money  and  credits 
owing  to  you.  Remember  the 
adage  that  you  should  not  lend 
long  term  while  borrowing 
short  term. 

'I  JTime  any  purchases  to  win 
the  longest  time  for  payment 
and  to  fall  when  you  are  most 
liquid. 

□Check  with  your  accountant 
to  see  whether  you  are 
presenting  your  financial  data 
in  the  way  most  convenient  for 
preparing  the  accounts.  This 
will  save  the  accountant's  time 
and  some  of  your  money. 

Watch  all  costs  with  a  view  to 
reducing  them,  and  if  you  are 
faced  with  a  large  rent  increase 
you  would  be  wise  to  take 
professional  advice. 
□Consider  training  a  staff 
member  to  become  a  cash  flow 
specialist.  Delegate:  it  could 
relieve  you  of  much  of  the 
work. 

Further  reading: 
oA  Guide  to  cash  flow 
management  by  John  S. 
Gammon  (Alex  Lawrie, 
Beaumont  House,  Beaumont 
Road,  Banbury,  Oxfordshire 
0X16  7RN.  Tel:  0295  272272). 
i  How  to  read  a  Balance  Sheet, 
International  Labour  Office, 
Geneva.  ISBN  92  2  100000  1 


Financial 
planning  for 
retirement 


A  friend  of  mine  was  planning 
his  imminent  retirement  and  I 
asked  what  he  would  do  first. 
Cancel  the  papers,  he  said. 

Had  40  years  of  reading  the 
Daily  Inaccuracy  finally  made 
him  give  up  newspapers? 
Perhaps  he  saw  his  retirement 
as  an  opportunity  to  give  his 
brain  a  rest? 

No,  my  friend  was  not  about 
to  abandon  his  daily  read,  but 
had  recognised  his  need  for 
continuing  exercise  and 
routine.  From  now  on,  he  was 
going  to  get  out  of  his  bed 
each  morning  and  walk  to  the 
newsagent  to  collect  his  paper 
before  breakfast. 

Prudent  exercise 

Some  financial  exercise  and 
routine  comes  in  very  useful  at 
this  time,  and  should  produce 
many  benefits.  First:  the 
exercise.  You  need  to  work  out 
a  fresh  budget.  Set  out  all  your 
expected  expenditure,  allowing 
reasonable  amounts  for 
fluctuating  items  such  as 
clothing,  food,  a  holiday, 
motoring  costs  and  also  an 
allowance  to  replace  your  car 
after  a  year  or  so. 

That  should  be  fairly  easy  to 
complete,  but  how  do  you  go 
about  estimating  your  future 
income?  Obtain  some 
estimates,  of  course.  These 
days,  it  is  not  as  easy  as  you 
would  think  calculating  what 
j/our  state  benefits  are  going  to 

Not  only  will  you  be  entitled 
to  the  standard  state  pension, 
but  you  are  probably  also 
entitled  to  an  enhanced 
pension  because  of  the  State 
Earnings  Related  Pension 
Scheme.  The  current  basic 
pension  figures  are: 
□  Single  person  £2,815.80 
(£54.15  per  week) 
i  I  Married  couple  £4,508.40 
(£86.70  per  week). 

Bear  in  mind  that  the  state 
pension  is  not  tax  free,  even 


though  it  is  paid  without 
deduction  of  tax.  It  is  declarable 
just  like  any  other  income,  and 
will  form  part  of  the  calculation 
to  determine  your  tax  liability, 
once  all  your  other  income  has 
been  included. 

It  is  worth  knowing  that  you 
can  contact  the  Department  of 
Social  Security  for  a  projection 
of  your  state  pension  rights. 
Get  in  touch  with  your  local  DSS 
office  and  request  a  Pension 
Forecast  Form,  ref  BR19. 

About  four  or  five  weeks 
after  you  have  completed 
and  returned  the  form  you  will 
receive  a  most  useful  projection 
of  what  your  state  benefits  are 
likely  to  be. 

You  should  also  apply  for  a 
statement  of  projected  benefits 
for  your  private  pension 
arrangements.  This  will  provide 
most  of  the  information  you 
need  to  complete  your  budget 
in  outline.  You  will  also  know  if 
you  can  lead  the  life  of  Riley  or 
whether  serious  domestic  cuts 
are  necessary. 

Having  taken  this  exercise,  it 
is  time  to  examine  your 
financial  routine  leading  up  to 
retirement.  Primarily,  this  will  a 
series  of  reviews  to  make  sure 
you  are  addressing  the 
following: 

1.  Can  I  make  additional 
payments  to  boost  pension? 

2.  How  can  I  best  use  any  lump 
sum  available? 

3.  What  type  of  pension 
annuity  should  I  select? 

Proper  advice 

You  may  decide  you  can 
grapple  with  these  issues  on 
your  own,  but  most  people  feel 
the  need  to  take  advice,  and 
generally  speaking  this  is  an 
approacn  to  be  encouraged.  If 
you  seek  advice,  ensure  you  are 
speaking  to  someone  who  is 
both  expert  and  independent 
There  are  financial  advisers 
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who  only  dabble  with  pension 
planning  from  time  to  time, 
and  there  are  also  those  who 
are  unable  to  provide  truly 
independent  recommendations 
because  they  are  tied  to  one 
particular  insurance  company. 

If  you  don't  know  where  to 
find  independent  help,  contact 
the  British  Insurance  and 
Investment  Brokers  Association 
(BIIBA)  at  14  Bevis  Marks, 
London,  EC3A  7NT  (Tel:  071-623 
9043). 

Taking  advice 

BIIBA  will  normally  provide 
details  of  three  independent 
advisers  in  your  area.  However, 
you  should  stress  that  you  are 
looking  for  an  independent 
adviser  specialising  in  pensions. 
Assuming  you  end  up  seeking 
advice  from  someone  suitably 
qualified,  here  is  a  check-list  to 
make  sure  your  financial 
routine  is  kept  on  track: 

1.  Paying  additional  amounts 
towards  pension.  If  you  are  a 
member  of  a  pension  scheme, 
you  should  make  sure  you  are 
making  maximum  use  of 
Additional  Voluntary 
Contributions  (AVCs).  You  are 
allowed  to  invest  up  to  15  per 
cent  of  your  gross  income  in  an 
AVC,  and  these  contributions 
attract  tax  relief. 

If  you  are  self-employed  or 
are  not  a  member  of  your 
employer's  pension  scheme,  you 
probably  have  your  own 
pension  plan.  The  secret  to 
success  here  is  to  make  sure  you 
contribute  as  much  as  you  can 
—  not  only  for  the  current  year 
but  for  the  preceding  six  years 
as  well.  This  way,  you  will 
obtain  the  maximum  benefit 
from  the  tax  reliefs  available. 
As  a  guide,  if  you  are  aged 
between  61  and  74,  you  can 
contribute  up  to  40  per  cent  of 
your  income  in  the  1992-93  tax 
year  and  obtain  tax  relief  at 
either  the  basic  rates  or  at  the 
higher  rate  of  40  per  cent  if 
applicable. 

It  may  be  that  you  have  an 
insufficient  salary  to  make  the 
maximum  contribution, 
however,  there  is  nothing  to 
stop  you  using  savings. 

Seek  advice  concerning  the 
type  of  pension  plan  to  use  for 
a  single  premium.  If  you  are 
close  to  retirement,  it  may  be 
inappropriate  for  the  premium 
to  be  invested  speculatively,  as 
with  a  unit  linked  plan.  A 
with-profits  or  a  non-profit 
plan  may  be  preferable. 

2.  Using  the  lump  sum  from 
your  pension  arrangement. 
When  you  receive  details  of  the 
options  available,  you  will  see 
there  is  the  facility  to  increase 
the  amount  of  tax-free  cash 
"lump  sum"  which  produces  a 
corresponding  reduction  in  the 
pension.  You  will  normally  be 
advised  to  take  the  largest 
amount  possible  in  cash,  as  this 
will  then  be  available  to  you  to 
invest  as  you  think  fit.  Again,  a 
good  adviser  will  be  able  to 
help  you  decide,  depending  on 
your  particular  circumstances. 

Be  careful  how  you  invest  this 
lump  sum.  Make  sure  you  are 
not  being  tempted  to  invest  in 
a  speculative  scheme,  when 
what  you  really  want  is  a  safe, 
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secure  and  predictable  income. 

Examples  of  speculative 
investments  are  stocks  and 
shares,  unit  trusts,  investment 
trusts,  and  insurance  company 
investment  bonds.  There  is 
nothing  wrong  with  any  of 
these  investments,  as  long  as 
you  understand  the  risk  that 
the  capital  value  can  fall  as  well 
as  rise.  You  may  prefer  to  keep 
to  non-speculative  investments 
such  as  a  building  society, 
guaranteed  income  bonds  and 
National  Savings  accounts. 
3.  Selecting  the  right  pension 
annuity.  Once  you  have  taken 
the  lump  sum,  the  remaining 


value  of  the  pension  fund  must 
be  used  to  purchase  an  annuity, 
which  provides  an  income  for 
life.  Most  married  couples  will 
probably  go  for  a  joint  life 
annuity,  under  which  the 
income  will  continue  until  the 
death  of  the  last  survivor. 

There  will  be  a  number  of 
other  options  to  consider, 
including  whether  to  have  an 
escalating  or  index-linked 
income  —  or  even  what  is 
known  as  a  with  profits 
annuity.  Your  adviser  will  guide 
you  through  the  choices 
available,  but  do  bear  in  mind 
that  the  more  improvements 


you  build  into  the  annuity,  the 
lower  the  initial  income  will  be. 

There  is  one  important 
option  you  should  be  aware  of, 
and  that  is  your  right  to  take 
the  fund  value  away  from  your 
existing  company  and  purchase 
the  annuity  from  another 
company.  Annuity  rates  are 
very  competitive,  and  so  you 
may  be  able  to  get  a  better 
deal  by  asking  your  adviser  to 
shop  around  for  you.  Indeed, 
you  might  as  well  get  him  to  do 
the  leg  work  for  you  before  you 
start  exercising  your  own  legs 
down  to  the  newsagent  each 
morning! 
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IN  THE  BABY  DRINKS  MARKET 


SPECIALLY  WENDED  FOR  BABIES  AND  T0DDLER5 

Apple  &  Cherry  ||    Apple  &  Orange 
Juice 


SPECIALLY  BLENDED  FOR  BABIES  AND  TODDLERS 

j&Orc 
Juice 


SPECIALLY  BLENDED  FOR  BABIES  AND  TODDLERS 

Apple,  Plum  & 
Orange  Juice 


SPECIALLY  BLENDED  FOR  BABIES  AND  TODDLERS 

Pear  &  Pineapple 
Juice 


SPECIALLY  BLENDED  FOR  BABIES  AND  TODDLERS 

Apple  & 
Blackcurrant  Juice 


THERE'S  ONLY  ONE  BRAND  LEADER 


AND  ONLY  ONE  BRAND  IS  IN  ALL 

THREE  SECTORS 


Ne&ElderflowerFlavof 


Oran 


9e&  Camomile  Flavour 

JUST  ADD 


Apricot  &  Fennel  Flavour 


APple  &  Fennel  Flavour 

JUST  ADO* 


JO  IT'S  OBVIOUS  WHICH  ONE  TO  STOCK. 


In  the  fast-growing  baby  drinks  market,  one 
>rand  stands  head-and-shoulders  above  the  rest. 
Robinsons. 

And  with  record  levels  of  promotional  activity 
'lanned,  that's  the  way  we  intend  to  stay. 

Source:  Independent  Panel  Data  1991. 


THE  TASTE  OF  SUCCESS 


The  Royal  Pharmaceutical 
Society  has  recently  issued  a 
policy  statement  regarding 
community  care.  What  this 
policy  statement  does  not  say  is 
that  unless  we  start  to  prepare 
ourselves,  we  will  find  ourselves 
in  situations  where  we  are  not 
equipped  to  meet  the  demand 
for  services  that  community 
care  will  place  upon  us. 

If  we  cannot  meet  these 
demands,  there  are  others  who, 
despite  the  fact  that 
pharmacists  may  have  a  clear 
role  in  providing  particular 
services,  will  take  it  upon 
themselves  to  fill  the  gaps. 

I  found  an  example  ot  this  in 
Liverpool,  where  social  workers 
and  community  nurses  were 
attempting  to  provide 
information  and  advice  about 
medicines  to  patients  suffering 
from  mental  illness.  This 
resulted  in  inadequate 
information,  and  often 
conflicting  messages  being 
given  —  not  in  the  best 
interests  of  patients!  So  the  first 
thing  that  pharmacists  have  to 
do  is  to  assess  the  need, 
and  define  their  place 
in  meeting  those  needs. 

Community  care  will 
not  work  if  pharmacists 
remain  isolated.  Part  of 
the  process  must  be  to 
develop  links  with 
other  care  providers,  to 
give  a  total  service. 
Patients'  needs  should 
be  assessed  on  an 
individual  basis,  and 
services  should  be 
commissioned  to 
provide  a  complex 
package  of  care  that 
will  vary  from  patient 
to  patient. 

This  fits  in  very  well 
with  the  concept  of 
pharmaceutical  care, 
which  states  clearly  that 
it  cannot  be  rendered 
in  isolation.  However, 
pharmaceutical  services 
will  not  become  part  of 
the  overall  care 
package  if  care 
managers  remain 
ignorant  of  the 
patient's 

pharmaceutical  needs, 
so  pharmacists  must  get 
the  message  across,  and 
then  be  prepared  to 
deliver! 

My  current  role... 

My  current  work  is  in 
developing  pharmaceutical 
services  to  meet  the  needs  of 
patients  suffering  with  mental 
illness.  These  patients  will  have 
varying  individual  needs,  but 
they  revolve  around  three 
major  issues:- 

•  The  need  for  reliable 
information  and  advice  about 
psychotropic  medicines 

•  The  need  to  improve  the  ways 
in  which  psychotropic  medicines 
are  used 

•  The  need  to  improve 
dispensing  services  to  tailor  the 
supply  to  the  patient's  needs 
and  wishes. 

It  is  an  easy  option  to  ignore 
the  problems  associated  with 
the  use  of  psychotropic 
medicines,  but  this  is  a  luxury 
that  will  not  be  available  to  us 
for  long.  The  potential  for 
dependence  on  benzo- 


Thinking  ahead 
on  community 


care 


John  Donoghue  MRPharmS,  looks  at  the 
development  of  community  mental  health 
services  and  what  pharmacy  can  offer.  Major 
changes  in  the  provision  of  community  care 
coming  into  effect  next  April  offer  opportunities 
in  this  field,  he  believes 


diazepines,  the  toxicity  of 
tricyclic  antidepressants,  the 
long-term  adverse  effects  of 
neuroleptics,  are  all  issues 
which  affect  quality  of  care. 

They  are  all  issues  in  which 
pharmacists'  involvement  could 
improve  the  way  in  which  these 


medicines  are  prescribed  and 
used.  And  they  are  all  issues 
which  are  being  addressed  by 
patients,  especially  with  regard 
to  responsibility  and 
accountability  for  their  use. 

As  part  of  my  work, 
community  pharmacists  are 
embracing  a  number  of  services 
which  are  intended  to  meet  the 
three  general  needs  of 
information,  promoting  safe, 
effective  and  sensitive  use  of 
medicines,  and  improving  the 
supply  to  the  patient. 

Services  will  be  available  on 
demand  within  specified 
pharmacies,  including 
information,  advice  and 
counselling  for  patients,  carers 
and  other  care  workers. 
Individualised  patient 
information  leaflets  will  be 
available.  Pharmacists  will  fill 
and  supply  compliance  aids, 
they  will  monitor  and 
anticipate  medication 


requirements,  and  they  will 
liaise  closely  with  GPs, 
community  psychiatric  nurses 
and  social  workers. 

An  outside  service 

For  the  first  time,  pharmacists 
will  be  freed  to  offer  services 
outside  of  their 
pharmacies  such 

as: 

•  Advice  and 
counselling  for 
patients  who  use 
day  centre 
facilities 

•  Visits  to  local 
GPs  to  promote 
better  use  of 
medicines 

•  Visits  to 
patients  in 
residential  care 
settings  to  offer 
advice  to  both 
residents  and 
staff  regarding 
the  safe  use  of 
medicines, 
monitoring 
patients  for 
adverse  drug 
reactions 

•  Developing 
close  links  with 
GPs  to  ensure 
regular  review  of 
prescribing. 

These  services 
have  not 
happened 
overnight.  The 
first  stage  in  the 
process  was  to 
understand  the 
problems  associated  with  the 
use  of  psychotropic  medicines, 
and  to  translate  these  problems 
into  practical  solutions. 

Finding  solutions  presented 
other  problems.  Pharmacists 
themselves  have  a  variety  of 
needs  which  have  to  be  met 
before  they  are  able  to  offer 
effective  services  Before  any 
service  development  could  be 
considered,  it  was  important  to 
assess  and  then  meet  these 
needs. 

Training  had  to  be  provided, 
not  only  in  the  use  of 
psychotropic  medicines,  but 
also  in  communication  skills, 
and  in  understanding  the 
relationship  between 
pharmacists  and  other  care 
providers  which  could  make 
community  care  work. 

Pharmacists  need  role  models 
to  show  them  how  to  put  their 
newly  acquired  skills  to  use. 
They  need  to  fit  into  care 


networks,  responding  to  local 
demands,  and  they  also  need 
central  support,  not  only 
financial,  but  psychological, 
professional  and  clerical. 

The  Psychiatric 
Pharmacy  Group 

Most  community  pharmacists 
will  not  be  aware  of  the 
existence  of  the  Psychiatric 
Pharmacy  Group  (PPG).  This 
group  exists  to  promote  and 
develop  pharmaceutical  care  in 
mental  health.  Membership  is 
not  confined  to  pharmacists 
working  in  psychiatry,  and  the 
Group's  work  is  not  limited  to 
this  one  area. 

The  Group  intends  to 
accomplish  its  aims  through  a 
planned  programme  of  training 
and  development  initiatives 
and  by  influencing  key 
professional,  statutory  and 
voluntary  organisations. 

All  this  makes  the  PPG  sound 
like  a  very  high-powered  elitist 
organisation.  Nothing  could  be 
further  from  the  truth.  What  it 
has  to  offer  is  experience  in 
providing  training  for 
pharmacists  in  mental  health 
issues,  and  in  clinical  practice. 

I  found  the  PPG  to  be 
extremely  helpful  when  I  was 
trying  to  set  up  a  training 
programme  for  community 
pharmacists  in  Liverpool.  The 
Group  immediately  offered  to 
become  directly  involved,  and 
the  advice  and  information 
offered  was  invaluable. 

For  the  past  18  years,  the  PPG 
has  run  an  annual  conference 
for  pharmacists  interested  in 
mental  health,  a  conference 
which  now  attracts 
international  attendance.  The 
conference  this  year  will  be  at 
York  University  from  September 
30  to  October  2. 

I  attended  for  the  first  time 
last  year  expecting  most  of  the 
material  to  be  way  over  my 
head.  I  was  agreeably 
disappointed:  the  information 
was  sound,  interesting  and 
highly  practical.  The  workshops 
I  attended  were  interesting  and 
challenging  but  not  impossibly 
difficult  for  a  humble 
community  pharmacist. 

Membership  of  the  PPG  is 
free.  For  community 
pharmacists  interested  in 
mental  health  and  community 
care  the  PPG  can  provide 
valuable  opportunities  for 
training,  and  a  network  of 
information,  advice  and 
experience  that  should  help  us 
in  improving  the  care  we  can 
provide.  (If  any  pharmacist 
would  like  to  join  the  PPG  or 
details  of  the  conference, 
phone  me  on  051-236  4747). 

Community  care  is  coming 
fast.  Local  authorities,  district 
health  authorities  and  FHSAs 
have  had  to  produce  draft 
community  care  plans  for 
consultation  by  April  of  this 
year  for  implementation  from 
April  1  next  year. 

We  do  have  enough  time  to 
prepare  ourselves,  but  only  just. 
It  is  up  to  us  to  make  sure  that 
pharmacy  does  not  lose  this 
opportunity  to  extend  the 
pharmaceutical  service  which 
will  be  of  benefit  to  patients, 
the  communities  we  serve,  and 
not  least,  ourselves. 
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Businessnews 


Unichem  offer  new 
indemnity  package 


Unichem  are  relaunching  their 
professional  indemnity  insurance 
package,  and  hoping  to  attract 
small  multiples  with  discounts 
based  on  the  number  of 
pharmacies  in  the  group. 

Details  of  the  scheme  are  being 
sent  out  to  Unichem's  5,000  plus 
customers  next  week,  but  the 
company's  sales  force  will  not  be 
selling  the  package. 

Discounts  will  range  from  6 
per  cent  off  the  total  premiums 
for  two  shops  in  a  group  up  to  20 
per  cent  for  groups  of  between  26 
and  50  pharmacies.  The  annual 
premiums  are: 

•  Schedule  A  standard 
pharmacy  cost  with  pharmacist 
in  charge:  £189 

•  Schedule  B  —  as  Schedule  A 
but  with  PMR  computer  system 
in  use  and  full-time  qualified 
dispenser  present:  £175 

•  Schedule  C  —  as  Schedule  B 
with  second  pharmacist  working 
at  least  15  hours  a  week:  £162. 

The  Unichem  scheme,  which 
follows  the  recent  introduction  of 
a  buildings,  stock  and  contents 
policy,  has  been  arranged  with 
the  Pharmacy  Insurance  Agency, 
part  of  the  Provincial  Pharmacy 
Group,  who  will  act  as  brokers. 
The  policy  is  underwritten  by  the 
St  Paul  Group,  the  largest 
providers  of  medical  liability 
insurance  in  the  US,  who  are 
expanding  rapidly  in  the  UK. 

The  cover  offered,  with  a  limit 
claim  of  £5  million,  includes: 

•  Indemnity  against  third  party 
claims  made  in  connection  with 
the  pharmacy  business.  Covers 
any  activities  connected  with  the 
business,  eg  optical  practices, 


residential  homes  services 

•  Indemnity  against  claims  from 
members  of  the  public,  eg  "slip 
and  fall"  type  accidents  where  the 
business  has  a  liability 

•  Representation  before 
tribunals  and  inquests 

•  Defence  against  prosecutions 
connected  with  the  business 

•  Provision  of  advice  and 
information  on  legal  and  ethical 
changes  affecting  the  business 

•  A  24  hour  legal  and 
commercial  advice  line 

•  Assistance  with  the  analysis  of 
any  disputed  substances 

•  Inland  Revenue,  VAT  and 
PAYE  investigation  protection 
costs. 

Rob  Andrews,  Unichem's  retail 
finance  manager,  says  the  new 
scheme  is  a  logical  development 
of  the  wide  range  of  support 
services  the  wholesaler  offers. 
Unichem  have  had  an  indemnity 
insurance  scheme  since  the 
mid-80s  but  the  policies,  through 


Commercial  Union,  were 
becoming  too  pricey. 

Some  96  per  cent  of 
independent  pharmacies  are 
members  of  the  National 
Pharmaceutical  Association,  and 
the  subscription  fee  of  £310  per 
outlet  includes  indemnity 
insurance.  By  providing  the  only 
alternative,  Unichem  are 
competing  head  on  with  the 
NPA's  Pharmacy  Mutual 
Insurance  Co,  although  the 
company  is  at  pains  to  stress  that 
this  addition  to  their  portfolio  of 
services  is  what  members  have 
been  asking  for. 

Mr  Andrews  says  the  income 
Unichem  will  gain  from  the 
scheme  (a  share  of  the  broker's 
commission)  will  be  "peanuts". 

Unichem  say  they  have  signed 
up  40  outlets  for  the  new  policy  so 
far.  However,  the  company  will 
not  be  requiring  their  franchisees 
or  subsidiary  Moss  to  take  up  the 
package. 


Celsius 
licence 

Celsius  International  and  beauty 
care  company  Jean  Sorelle  have 
signed  a  UK  licencing  agreement. 
However,  Celsius  International 
retain  all  its  rights  to  export 
markets. 

Jean  Sorelle  will  now  have  the 
right  to  manufacture,  market  and 
distribute  the  aftershave  brand  in 
the  UK.  The  company  already  has 
Potter  &  Moore,  Coppertone  and 
Gilchrist  &  Soames. 

Celsius  is  said  to  have  achieved 
sales  of  more  than  £2  million  and 
secured  a  2.1  per  cent  share  of  the 
UK  male  fragrance  mass  market. 
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Creighton's  Naturally,  Sussex  Company  of  the  Year,  have  been  awarded 
British  Standard  5750  in  three  categories:  perfumes,  cosmetic  and 
toiletries  preparations,  soap  and  synthetic  detergents,  and  pharmaceutical 
products.  The  award  was  presented  by  Sir  Peter  Hordern,  IMP  for 
Horsham.  At  the  presentation  were  (from  left)  Angela  Nicholls,  technical 
director,  Richard  Collard,  chairman.  Sir  Peter  Hordern  MP,  Peter  Young, 
quality  manager  and  Gerry  Clements,  managing  director 


Wellcome  sale  confirmed 


In  spite  of  the  slide  in  prices 
during  the  past  week  the  share 
sale  by  the  Wellcome  Trust,  to 
reduce  its  stake  in  the  Wellcome 
Foundation  from  73.5  to  around 
35  per  cent,  is  pressing  ahead. 

Bankers  Robert  Flemming,  the 
global  co-ordinators  of  the  sale, 
confirmed  on  Monday  that  the 
sale  by  tender  would  not  be 
pulled,  and  said  they  had  received 
indicative  bids  for  more  than  250 
million  shares  at  prices  between 


800p  and  850p.  Some  330  million 
shares  are  on  offer,  although  the 
Wellcome  Trust  can  scale  this 
down  if  it  is  unhappy  with  the 
price. 

The  public  offer  closed  on 
Tuesday,  and  by  Monday  night 
bids  for  more  than  £100m  of 
stock  had  been  made,  according 
to  the  Financial  Times,  less  than 
the  £180m  set  aside  for  the  retail 
offer.  Institutions  had  until 
Friday  to  submit  their  tenders. 


S&N  take  on 
Femidom 

Chartex  International  have 
teamed  up  with  Smith  &  Nephew 
Consumer  Products  for  the  UK 
launch  of  the  female  condom 
Femidom. 

S&N  will  be  dealing  with  sales 
and  distribution  of  the  product. 
Managing  director  of  S&N 
Consumer  Products  Graham 
Siddle  commented:  "One  of  our 
stated  aims  is  to  be  involved  in 
the  marketing  of  innovative 
healthcare  products  and  we  see 
our  partnership  with  Chartex  in 
this  light". 

Pharmacies 

buck  the 
retail  trend 

Pharmacies  continued  to  buck 
the  retail  sales  trend  during  June, 
despite  a  general  slow  down  in 
the  pace  of  sales. 

While  the  High  Street  recovery 
which  had  been  stable  during 
April  and  May  declined  during 
June,  pharmacies  turned  in 
improved  sales  compared  with 
the  same  period  12  months 
earlier,  according  to  the  latest 
CBI  Distributive  Trades  Survey. 

During  June  the  rate  of  sales 
stood  at  +62  per  cent  in  June, 
reduced  slightly  from  the  +72  per 
cent  recorded  during  April. 
Stocks  are  still  high,  although 
orders  were  down  on  last  year. 

For  the  future,  annual  sales 
growth  is  predicted  to  be  slow 
during  July  but  well  above  last 
year's  levels. 

Galen  sell 
Expulin 

Roberts  Pharmaceutical  Corp, 
based  in  the  USA,  have  concluded 
an  agreement  with  Galen  Ltd  for 
the  purchase  of  their  line  of 
cough/cold  products  including 
Expulin  and  Exputex.  Both 
ranges  will  be  relaunched  in  the 
UK  and  the  Republic  of  Ireland  by 
Roberts'  UK  subsidiary 
Monmouth  Pharmaceuticals. 

Specific  terms  of  the  purchase 
have  not  been  disclosed,  although 
the  transaction  was  completed  on 
a  cash  basis.  Annual  sales 
exceeded  $1.2  million  last  year. 

Galen  will  continue  to  promote 
both  lines  —  Expulin  in  the  UK 
and  Eire,  and  Exputex  in  the 
Republic  only  —  until  early  1993 
when  Monmouth  will  take  over. 
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Shire  acquires  Rybar  in 
expansion  move 


Shire  Pharmaceuticals,  a  division 
of  Shire  Holdings,  has  acquired 
all  issued  share  capital  in  Rybar 
Laboratories  Ltd,  for  an 
undisclosed  sum. 

The  move  marks  the  beginning 
of  significant  expansion  plans, 
says  John  Fletcher,  strategy 
director,  Shire  Pharmaceuticals. 

These  include  developing 
Rybar  into  a  substantial  sales  and 
marketing  force  in  the  UK  and 
extending  sales  overseas. 

"We  wished  to  expand  our 
position  in  the  UK  and  in  our  view 
it  made  good  commercial  sense 
to  acquire  Rybar  Laboratories," 
he  says. 

"We  will  continue  to  market 
and  sell  Rybar  products  and  we 
will  be  expanding  the  range  of 
products  available.  Plans  are 
already  in  place,  although  we 
cannot  discuss  them  until  they 
are  finalised." 

Rybar  will  continue  to  trade  as 
a  separate  company  under  the 
same  name,  and  there  are  no 
current  plans  to  change  the 
distribution  agreement  with 
Farillon. 

Ron  Levin,  Rybar's  former 
managing  director,  has  been 
retained  by  Shire  as  a  consultant, 
concentrating  on  the  overseas 
market. 


Stanbrook 
takes  over  at 
Sara  Lee 

Steven  Stanbrook  has  taken  over 
as  UK  president  and  managing 
director  of  Sara  Lee  Household  & 
Personal  Care.  The  company's 
turnover  is  currently  more  than 
£60  million. 

Having  reviewed  the  UK 
business,  he  has  introduced  a  new 
management  structure  which 
has  been  in  place  since  the 
beginning  of  the  month. 

Marketing  director  Euan 
Vinters  (who  joined  from  LRC 
last  Autumn)  has  been  given  a 
broader  role  to  include  Almay 
cosmetics  marketing  and  the 
product  development  function. 
His  new  title  is  marketing  and 
development  director. 

Reporting  to  Mr  Vinters  are 
development  manager  Carol 
Lees;  Deidre  Moroney,  marketing 
manager  —  household;  Kay 
Downs,  marketing  manager  — 
toiletries;  and  Leslie 
Semper-White,  marketing 
manager  —  cosmetics. 

The  sales  organisation  has 
been  streamlined  under  sales 
director  Lindsay  Cooke, 
previously  cosmetics  director, 
who  takes  overall  charge  of  sales 
for  all  Sara  Lee  UK  brands. 


The  company's  address  has 
been  changed,  however,  and 
overseas  orders  and  any  other 
correspondence  should  be  sent  to 
Rybar  Laboratories  Ltd,  1 
Viscount  Court,  South  Way, 
Andover,  Hants  SP10  5NW.  Tel: 
0264  333455;  fax:  0264  333460. 

Shire  Holdings  is  a 
Bermuda-based  operation  with 
two  wholly  owned  UK 
subsidiaries.  Shire 
Pharmaceuticals  has  been 
operating  since  1988  in  the 
osteoporosis,  marrow  bone 
disorders,  CNS  and  dermatology 


areas.  Shire  Pharmaceutical 
Development  concentrates  on 
product  development,  focussing 
on  niche  markets. 
•  Following  the  acquisition  of 
Rybar,  Mr  Levin  will  be 
concentrating  on  the  marketing 
in  the  UK  and  Ireland  of  a  range  of 
healthcare  devices  designed  and 
developed  in  the  USA  for  the 
non-invasive  measurement  of 
blood  analytes.  Self-Care 
Products  Ltd  can  be  contacted  at 
Rybar  House,  30  Sycamore  Rd, 
Amersham,  Bucks  HP6  5DR.  Tel: 
0494  722741;  fax:  0494  728578. 


Redundancies  follow 
Serono  restructuring 


Serono  Diagnostics,  the  UK 
division  of  the  Swiss 
pharmaceutical  and  diagnostics 
products  manufacturer,  The 
Ares-Serono  Group,  are  to  reduce 
their  staff  by  59  by  the  end  of 
1992,  following  a  restructuring  of 
the  group's  research  and 
development  activities. 

Development  of  SRI,  Serono's 
automated  immunoassay  system 
has  been  moved  from  Woking  to 
the  group's  manufacturing 
facility  at  Coinsins  in 
Switzerland,  allowing  the  UK 
office  to  concentrate  on  new 
assay  design  and  technology, 
development  of  new  product 
prototypes  and  continuing 
development  and  manufacture  of 
monoclonal  antibodies. 

The  move  will  also  improve  the 
company's  sales  mix  and 
operating  results,  according  to 
Jean-Pierre  Verhassel,  president 
and  chief  operating  officer  of 

Subsidence 
time  bomb 

Increased  claims  for  subsidence, 
following  two  dry  Winters  and 
Summers,  has  lead  to  steep  rises 
in  property  insurance,  say  PMI, 
particularly  in  the  South-East 
because  of  the  clay  soil. 

PMI  general  manager  Tim 
Astill  says:  "I  fear  we  are  only 
seeing  the  tip  of  a  very  sinister 
and  expensive  iceberg. 
Subsidence  is  normally  only 
discovered  when  buildings  are 
surveyed.  This  tends  to  happen 
when  the  house  is  bought  or  sold. 

"I  fear  that  when  the  housing 
market  picks  up,  subsidence 
claims  will  escalate." 

The  Association  of  British 
Insurers  (ABI)  has  formed  a 
subsidence  group  to  monitor  the 
problem  and  co-ordinate  the 
response  of  the  insurance 
industry. 


Serono  Diagnostics. 

"The  restructuring  of  our  R&D 
activities  is  necessary  in  order  to 
meet  the  changes  in  our 
competitive  position,  a  position 
that  is  moving  from  a 
reagent-based  product  mix 
towards  one  focused  on  fully 
automated  diagnostic  systems," 
he  added. 

"This  restructuring  will  also 
result  in  an  improved,  more 
efficient  pipeline.  By 
consolidating  our  basic  research 
and  development  in  Woking  and 
Coinsins,  our  capability  to 
shorten  the  development  time  of 
marketable  products  will  be 
greatly  enhanced." 

A  number  of  Woking 
employees  have  been  asked  to 
relocate  to  Switzerland. 


In  the 

markets... 

Lloyds  Chemists  have  been  under 
pressure  in  the  stock  market  as 
shares  reached  a  12  month  low  of 
228p  at  the  beginning  of  the 
week,  a  40  per  cent  fall  from  the 
372p  they  were  worth  three 
months  ago. 

The  Independent  has  drawn 
attention  twice  to  the  company  in 
the  past  week,  suggesting  the 
market  has  lost  confidence  in 
Allen  Lloyd  as  a  deal  maker. 
Tuesday's  issue  expressed  fears 
that  he  is  pressing  ahead  with  the 
acquisition  of  89  newsagents 
because  he  needs  to  acquire 
businesses  to  boost  earnings. 

In  the  manufacturing  sector 
there  are  continued  reports  that 
Smithkline  Beecham  are  looking 
to  sell  some  of  their  non-core 
personal  care  brands.  The  Daily 
Telegraph  last  week  commented 
on  the  opportunity  for  SB  to  use 
such  brands  as  potential  swop 
candidates  in  any  discussions 
with  owners  of  OTC  products. 


Proteus  expansion 

Proteus  Molecular  Design  Ltd, 
a  division  of  Proteus 
International  pic,  have 
established  new  laboratory 
facilities  for  chemical 
synthesis  at  Daly  Laboratories 
in  Cambridge. 

Royal  award 

The  Institute  of  Purchasing 
and  Supply  have  been 
awarded  a  Royal  Charter  in 
their  diamond  jubilee  year. 
IPS  have  now  embarked  on  a 
rebranding  exercise  to  create 
a  new  corporate  identity. 

Ever  Ready  goes 

Following  Government 
clearance,  the  acquisition  of 
leading  UK  battery  maker 
Ever  Ready  by  the  Ralston 
Purina  Co  was  completed  last 
Wednesday.  Ever  Ready  is 
now  part  of  the  world's 
largest  battery  manufacturing 
concern  selling  in  more  than 
160  countries.  Area  director 
Sue  Foley  will  be  unveiling 
future  plans  next  month. 

Safety  update 

In  the  light  of  the  new  Health 
and  Safety  Regulations 
Burgoyne  Consultants  have 
launched  a  series  of  leaflets 
explaining  the  employer's 
responsibilities.  For  details 
call  0943  817666. 

Thornpark  Group 

A  receiver  has  been 
appointed  for  Thornpark 
Retail  Display  Systems  Ltd,  of 
Batley,  West  Yorkshire. 

Money  for  Xenova 

Xenova  Ltd,  the  drug 
discovery  company,  has 
received  a  second  equity 
investment  of  £2.2  million 
from  California-based 
Genentech  Inc.  Xenova  have 
now  received  £4.3  million,  of 
a  planned  total  of  £6.3m 
invested  under  the  terms  of  a 
drug  discovery  collaboration 
announced  in  September 
1991. 

Glaxo  deal 

Glaxo  have  signed  a 
collaborative  agreement  with 
British  Bio-technology  to 
develop  a  new  asthma 
compound,  BB-882.  Final 
terms  have  yet  to  be  agreed 
but  it  is  thought  that  Glaxo 
would  manufacture  and 
market  the  drug  worldwide, 
if  licensed. 

Swains  in  focus 

Photographic  company 
Kalimar  have  set  up  in  the  UK 
as  Kalimar  (Europe)  Ltd  and 
Swains  International  will  be 
UK  distributors.  The  Kalimar 
range  will  include  cameras, 
lenses,  accessories  and 
binoculars. 

Further  afield 

Swallowfield  pic,  the  holding 
company  for  Aerosols 
International  and  Cosmetics 
Plus,  have  acquired 
Brussels-based  Parbel  SA  for 
£925,000.  Parbel,  who 
manufacture  lipsticks  and 
mascaras,  employ  80  people. 
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APPOINTMENTS 


LLOYDS  CHEMISTS 

Require  Pharmacist  managers  and  job  share 
pharmacist  managers  to  provide  the  highest 
standards  of  Pharmaceutical  care  to  the 
community.  A  friendly  approachable  style 
and  a  caring  professional  attitude  are 
essential  attributes  for  this  position. 

*  WEST  MIDLANDS  *STOKE  ON  TRENT  ★ 
*  DEVON  ★  OXFORD  * 
★  BOSCOMBE  * 


BENEFITS 


*  Excellent  basic  salary  *  Secure  pension 
scheme  with  life  assurance  *  Free  private 

health  care  *  20%  Staff  discount  *  Free 
RPSSB  fee  *  S.A.Y.E.  share  option  scheme 
*  Excellent  promotional  prospects 

*  Loyalty  /  profit  bonus  *  Incentive  bonus 


CONTACT 


Call  Denise  or  Sandra  today  on  0827  718001 
Alternatively,  evenings  and  weekends: 
Denise  Smith  on  0827  286829 
Sandra  Williams  on  0827  282117 


CHEMISTS 

 !  I  I  I  I 


Exciting  recent  developments  within  this  highly  professional 
Company  dedicated  to  the  health  of  the  communities  it  serves  has 
created  vacancies  for  Pharmacist  Managers 

Pharmacists  who  adopt  a  high  profile,  have  first  class 
communication  skills  and  staff  management  should  welcome  the 
opportunity  to  join  our  expanding  Company.  We  offer  competitive 
salaries,  PPP  membership,  pension  scheme  with  life  assurance  and 
good  staff  discount. 

PHARMACY  MANAGERS: 
PLYMOUTH  BRANCH 
WHITBURN  HEALTH  CENTRE  PHARMACY 

Apply  with  full  CV  to  Roger  Cotton,  MRPharmS,  Recruitment 
and  Training  Executive,  Moss  Chemists, 
Fern  Grove,  Feltham,  Middlesex.  TW14  9BD. 

MATERNITY  COVER 
IPSWICH 

Would  suit  a  job  share.  For  further  details  please  contact 
Mr  R  B  Cotton,  MRPharmS,  on  081  980  9333 

RELIEF  MANAGER 

For  the  Glasgow  area.  For  further  details  please  contact 
Mr  Simon  Hulme,  MRPharmS,  on  0698  887862. 

LOCUM  PHARMACISTS: 
NUNEATON 

Cover  required  for  days,  evenings  and  weekends.  For  further 
details  please  contact  Mr  A  Cox,  MRPharms,  on  081  890  9333. 

GLASGOW 

Evemng  Locums  are  required.  For  further  details  please  contact 
Claire  Overend  on  041  641  2698. 

BE  SELECTIVE  WORK  FOR  MOSS  CHEMISTS 


BATTERSEA  AND  CROYDON 

Enthusiastic  pharmacist  manager  required 
for  modern  branch  of  small  friendly 
group.  Good  supporting  staff. 
Minimum  paperwork.  We  can  offer  an 
attractive  salary  package. 

Contact  Mrs.  Anju  Amin  on  081-642  4200 


SUPERINTENDENT 
PHARMACIST 

Required  for  small  pharmacy  in  Leeds/ 
Bradford  area.  Suit  newly  registered. 

Accommodation  could  be  made  available. 

Ring  anytime  —  (0532)  442054 


BURNLEY,  LANCS 

Permanent  Locum/Manager 
required  for  interesting  and 
varied  work  to  assist  owner 
Pharmacist  to  run  two 
community  pharmacies  Minimum 
paperwork  Excellent  staff 
Accommodation  available 
Tel.  0282  33967  evenings, 
0282  25860  daytime. 


WEST  GLAM. 

Phamacist  with  sense  of 
humour  wanted  for 
friendly  progressive 
independent.  Suit 
mature/newly  registered. 
Telephone:  0639  842102 


BRADFORD 

Small  independent  company  require  enthusiastic 
pharmacy  manager  to  maximise  potential  of  busy 
pharmacy.  Minimum  paperwork,  no  Saturday 
afternoons.  Hours  and  salary  negotiable. 
Apply  J.  Buchanan  Ltd.  466  Idle  Road,  Bradford,  BD2  2AR 
or  telephone  0274  636402  anytime. 
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AGENTS 


SOUTH  YORKS 

Due  to  recent  further  expansion  the  Weldrick  Group 
reeds  more  quality  managers  to  join  our  happy 
successful  team. 
WE  OFFER: 
•  The  opportunity  to  earn  the  salary  you  are 
worth!  •  Quarterly  bonus  •  Latest  Richardson 

computer  with  PMR  •  Regular  training/ 
Communication  meetings  •  Full  back-up  from 
business  support  branch  •  Little  paperwork 
APPLICATIONS  ARE  WELCOME  FROM 
ALL  PHARMACISTS  WITH  THE  DESIRE 
TO  SUCCEED 
Please  contact  Mrs  Chris  Goddard 
Highfield  House,  11-13  Highfield  Road,  Doncaster 
DN1  2LA  Tel:  (daytime)  0302  369121 


REQUIRED 

To  sell  Generic  OTC  and  Pis  Directly  to  Retail 
Chemists  and  Cash  and  Carry  Outlets. 

Experience  and  contacts  would  be  desirable. 

Attractive  commission. 

ALPHACHEM  LTD 

55  NUTFIELD  ROAD,  MERSTHAM,  REDHILL, 
SURREY  RH1  3ER. 

0737  644836 


PHARMACIST  LOCUMS 


Leaders  in  Pharmacy  placements  since  1965,  we  bring  employers 
and  pharmacy  professionals  together  -  fast.  You'll  trust  our  friendly, 
personal  service. 
Call  Julie  Menghius  -  NOW! 


071-486  3898 

Medical  &  General  Employment  Agency 

6  Paddington  Street  London  W1M  4BE 

24  hrs.  A'phone:  071  -224  1 897  Fax:  071  -224  4924 


our  muim  ■  YOUR  ASSURANCt 


Provincial  Pharmacy 
Locum  Services 


SUMMER  LOCUM  SHORTAGES 


We  have  over  3000 
Pharmacists  Registered! 
plus  experience  of  handling 
over  100,000  bookings 
Nationwide! 

Please  Call  Now! 


/~7L 

EDINBURGH 
*  031-229  0 


Our  Business 

Place  your  Locum  problem 

in  the  hands  of  our 
experienced  co-ordinators. 
We  will  inform  you  the 
moment  cover  is  found. 

Your  Business 

We  leave  you  to  get  on  with 
doing  what  you  do  best  — 
Running  your  Business 


e 

MANCHESTER 
061-766  4013 

m 


NEWCASTLE 
091-233  0506 


I  SHEFFIELD 
I  0742-699  937 



BIRMINGHAM  | 
021-233  0233 J 

LONDON  ] 
0892-515  963 


H]P 


Member  of  the  Henry  I.  Perlow  Group 
National  Pharmacy  Locum  Agency 


Kent/Sussex  Office  0892  510526 

We  invite  Pharmacist  Locums  to  apply  for  registration 


NORTHERN  LOCUMS 

Agency  (Lie.  No.  YH 1  599) 

Areas  covered: 


Yorkshire,  Newcastle,  Manchester,  Liverpool 
Leeds  Tel  &  Fax  No:  0274  562066 
Manchester  Tel  &  Fax  No:  061  7258063 

OPEN  7  DAYS  UNTIL  1 0PM 


CpC   COMPLETE  PHARMACY  CARE 

epe 
epe 


SCOTLAND'S  ESTABLISHED  INDEPENDENT  LOCUM  AGENCY 

For  straightforward  charges,  no  hidden  extras  and  a  personal  service  call 
the  agency  that  cares.  C.P.C.  invite  potential  locums  and  clients  to  call 

031  441  4445  or  0831  626  427 


ELANS  LOCUM  SERVICES 


Serving  the  West  Midlands  and  surrounding  counties 
Urgently  required  for  registration  —  All  pharmacist 
in  all  UK  areas 

Call  (021)  4335164  or  (0831)  407044 
to  book  or  register  now!  24  HOUR  SERVICE 
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PHARMACIST  LOCUMS 


ISLE  OF  DOGS 
LONDON  E14 

Pharmacist  wanted 

for  regular  or 
alternate  Saturdays 
for  Asda  Pharmacy. 

Please  ring 
Mr  Channa  on 
081-981  4528 


WATFORD 
HERTS. 

Locum  required 
from  July  27  for 
full  weeks. 

Telephone: 
0923  771187 


CAPITAL  LOCUMS 

081-500  7465  24  hours    081-421  4227  24  hours 
Locums  supplied  nationwide 

The  employment  agency  for  Pharmacists  providing  a 
first  class  locum  service  for  London  and  surrounding 
counties  and  now  nationwide.  Retail  and  hospital. 
Pharmacists  are  invited  to  telephone  for  free 
registration  —  top  rates  obtained. 
Registered  Pharmacists  are  request  to  notify 
availability 


BUSINESS  FOR  SALE 


Orridge 

&    C  O  M  P  A  N  V 


Specialists  in  Stocktaking 
for  Transfer  and  Audit 


Est.  1846 


LEEDS 

Turnover  [229.788  31 28  8%  NHS  1 795  items  p  m  Price  lor  goodwill,  luloies 
and  fittings  f  115.000 
CONTACT  LEEDS  OFFICE 

NORTH  WALES  COAST 

Family  pharmacy,  main  street  location  Sales  year  ended  31 3  91  [299,274  Gross 
profit  at  26  7%  [80,089  NHS  moothly  average  3591  items  Tenure  -  Ireehold 
or  leasehold  Puce  lor  goodwill,  futures  and  fittings  [190,000  Inegotiablel  plus 
stock  al  valuation 
CONTACT  LEEDS  OFFICE 


Turnover  [307,086  al  29  6%  NHS  2558  ilems  p  m  Tenure  leasehold  Price  loi 
goodwill  Inture  and  fittings  (195,000 
CONTACT  LEEDS  OFFICE 

SOUTH  STAFFS 

Turnover  [200,000  NHS  items  average  2000  pei  month  4  doctor  surgery  nearby 
with  crossing  to  pharmacy  7  00  pm  closing,  hall  day  Salurday  Lease  at  [3480 
pet  annum  Low  rates  Price  reduced  to  [67,500  plus  SAV 
CONTACT  WALSALL  OFFICE 

MID  GLAM 

Old  established  Rhoodda  pharmacy  Turnover  [23.000  with  28%  gross  profit 
NHS  items  2,300  per  month  Easy  hours,  Iwo  hall  days  closed  Properly  (270,000 
or  lease  at  [3,000  per  annum  Oilers  around  [85,000  plus  SAV  Early  viewing 
recommended  at  this  bargain  price 
CONTACT  WALSALL  OFFICE 


CI885  LEICS 

Shopping  precinct  with  hoge  supermarket  Serves  large  expanding  lesideniial  area. 
Turnover  [190,000  NHS  items  1 190  per  month  Nice  shop  on  lease  at  (6.500 
per  annum  (less  sub  let  Hat)  Oilers  around  (50,000  plus  S&F 
CONTACT  WALSALL  OFFICE 

CI883  DERBYSHIRE 

Turnover  [200,000  prn|ected  NHS  items  1750  per  month  Double  Ironted  corner 
shop  on  lease  al  low  rental  Olfers  around  (60,000  plus  SAV 
CONTACT  WALSALL  OFFICE 

CI912    WEST  M1IDS 

Newly  established  lo  Shopping  Precinct  Turnover  [300,000  protected  to  end 
o!  year  NHS  2250  items  per  month  9  00am  7  30pm  Attractive  shop  Lease 
at  (3.350  p.a  Oilers  around  [160,000  plus  SAV 
CONTACT  WALSALL  OFFICE 

C1930  GL0S 

Turnover  [235,000  NHS  items  average  1500  per  month  Easy  hours  Good  parade 
ol  shops  serving  large  estate  New  lease  being  negotiated  around  (4,750  per 
annum  Oilers  invited  in  respect  ol  goodwill 
CONTACT  WALSALL  OFFICE 

CI936    WEST  MIDS 

Pharmacy  turnover  [202,000  appro<  plus  Post  Office  salary  (35,000  pa  NHS 
items  1000  per  month  Attractive  shop  Closed  Saturday  atlernoon  Lease  at 
[  1 1 ,500  p  a  Oilers  invited  tor  goodwill,  fixtures  and  fittings  plus  slock  al  valuation 
CONTACT  WALSALL  OFFICE 


Easily  iun  pharmacy  within  parade  in  densely  populated  residential  area  Turnover 
[216,000  based  on  1400  items  per  month  Easy  hours  Two  hall  days  Very 
low  rent  3  bed  Itvmg  accommodalioo  above  loptionall  [109,000  lor  goodwill, 
lease,  fixtures  and  fittings  plus  stock  at  valuation. 
CONTACT  EPPING  OFFICE 

C1640  SHEFFIELD 

Turnover  [204,000  NHS  1700  items  Teoure  leasehold  Price  lor  goodwill,  lixutres 
aod  fittings  (80,000 
CONTACT  LEEDS  OFFICE 

C1935    NORTH  WALES  COASTAL  RESORT 

Community  pharmacy  situated  un  main  street  ol  popular  Norlh  Wales  holiday 
resorl.  Sales  year  eoded  28.2.92  (333.700  Gross  profit  at  27.5%  (91,000 
NHS  monthly  average  1143  items  Tenure  leasehold  with  2  bedroom  self  contained 
flat  Price  lor  goodwill,  lixlures  aod  fittings  (155,000  plus  stock  al  valuation 
CONTACT  LEEDS  OFFICE 

C1933    DONCASTER  -  SOUTH  YORKSHIRE 

Commuoily  pharmacy  located  nn  main  mad  in  expanding  and  thriving  village  near 
Ooncasler  Located  in  substantial  Ireehold  properly  with  excellent  accommodation 
and  exteosive  gardens  lo  rear  Protected  sales  year  ending  30  9  92  (405,000 
Gross  profit  al  24%  (97,100  NHS  monthly  average  3800  items  Price  loi  goodwill, 
lixlures  and  litlmgs  (220,000  plus  stock  and  freehold  al  valuation 
CONTACT  LEEDS  OFFICE 
CI793    NELSON.  LANCASHIRE 

Turnover  (166,153  al  28  8%  NHS  1547  items  per  month  Tenure  freehold  at 
valuation.  Price  for  goodwill,  lixluies  and  tit  tings  [50,000 
CONTACT  LEEDS  OFFICE 


Please  mention  Chemist  &  Druggist  when  responding  to  this  advertisement 


172  High  Street,  Epping,  Essex  CM  16  4AQ 
Telephone:  0992  576144.  Fax:  0992  574181 

517  Christchurch  Road,  Bournemouth  BH1  4AQ 
Telephone:  0202  395832/396711.  Fax:  0202  303793 


65  Bath  Street,  Glasgow,  G2  2BX 
Telephone:  041  332  7977.  Fax:  041  332  5626 

Tudor  House,  Bridge  Street,  Walsall  WS1  1EZ 
Telephone:  0922  28748.  Fax:  0922  612737 


5  York  Place,  Leeds,  LS1  2DR 
Telephone:  0532  439061.  Fax:  0532  423304 


ERNEST  J.  GEORGE  AND  CO. 


E1  NORTH  WALES  COASTAL  RESORT 

Monopoly  pharmacy  dispensing  an  average  ol  1,700  ilems  per  month  Turnover  £250,000. 
gross  profit  29%  Price  asked  for  goodwill,  lixlures  and  fittings  E1 15,000  plus  Ireehold  property, 
including  live  bedroom  house,  £85,000  plus  slock  at  valualion 

E2  SHEFFIELD 

Leasehold  pharmacy  with  option  to  purchase,  including  two  bedroom  Hal,  situated  next  to  two 
doctor  surgery,  currently  dispensing  an  average  ol  2000  items  per  month  Turnover  £162.753, 
gross  profit  27»/»  Price  asked  lor  goodwill,  fixtures  and  fittings  £45,000  plus  slock  al  valualion 
approximately  £26,000 

E3  LONDON 

Prestigious  West  End  pharmacy  with  excellent  tourist  trade,  turnover  £320,000  based  on  50O 
NHS  dems  per  month  plus  private  dispensing  Properly  leasehold  £26.000  per  annum  Price 
asked  loi  goodwill,  lixlures  and  fittings  and  leasehold  interest  £75,000  plus  slock  al  valuation 

E4  DEVON 

Long  established  Ireehold  business  in  beautiful  Devon  market  town,  turnover  £470.000  based 
on  3500/4000  Hems  per  month  Price  asked  lor  goodwill,  lixlures  and  fillings  £200,000  plus 
Ireehold  property  with  large  3  bedroom  Hat  £175.000  (lease  considered)  plus  slock  al  valuation 


E5  CHESHIRE 

Unopposed  Cheshire  business,  property  held  leasehold  al  £3,000  p  a  Turnover  £253,000  based 
on  2300/2400  items  per  month  Price  asked  £140,000  lor  goodwill,  fixtures  and  fittings  plus 
stock  al  value  approximately  £25,000 

E6  LANCASHIRE  COASTAL  RESORT 

Freehold  business,  current  turnover  £346.000  including  VAT.  based  on  3,470  items  per  month, 
price  asked  tor  goodwill  £150,000  plus  freehold  price,  including  two  modern  bedroom  Hal, 
£60.000  plus  slock  at  valuation  approximately  £35,000 

E7  GREATER  MANCHESTER 

Leasehold  business  situated  close  lo  three  doclor  health  centre,  wonderlul  opportunity  tor  first 
time  buyer  Turnover  £166,000  based  on  1,400  items  per  month  Long  lease  al  current  rental 
ol  £2,500  per  annum.  Price  asked  lor  goodwill,  fixtures  and  fittings  £30,000  plus  slock  at 
valuation  £20.000 

E8  MERSEYSIDE 

Long  established  unopposed  freehold  business,  current  turnover  £240,000  based  on  1.953 
ilems  per  month  Price  asked  for  goodwill,  fixtures  and  liftings  £85,000  plus  Ireehold  property 
with  two  bedroom  flat  £40  000  plus  slock  al  valuation 


MORE  THAN  JUST  A  STOCKTAKING  SERVICE 


Stock  Cottage, 
37  Greek  Street, 
Stockport.. 
Cheshire  SK3  SAX. 

Telephone: 
061-477  9045 
Fsx* 

061-480  4684 
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DENTAL  KITS 


CITY  OF  LONDON.  Lock-up  pharmacy.  Annual  turnover 
£456,000.  NHS  items  550  per  month.  Long  lease.  Rent 
£33,000  pa.  Upmarket  business. 

Price  for  early  sale  £165,000  SAV  Rei  03217 

N.  LONDON.  High  Street  pharmacy.  Annual  turnover 
£508,000.  NHS  items  2700  per  month.  Renewable  lease. 
Net  rent  £10,000  pa. 

Price  £350,000  SAV.  Rei  04220 

TO  BUY  OR  SELL  A  BUSINESS 
TELEPHONE: 

081-907  9894 


Mi.  PHARMACY  CONSULTANTS 

MIDDLESEX.  Prime  high  street  pharmacy  with  extensive  accommodation 
above,  run  under  manager.  T/O  £430,000  p. a.  NHS  1900  items  per 
month.  Net  rental  £16,600  p. a.  Price  £199,000  SAV. 
HERTS.  Lock  up  pharmacy  in  busy  town  centre.  T/O  £245,000  p. a.  NHS 
1400  items  per  month.  Rent  £7,750  p. a.  Ideal  for  owner  manager.  Price 
£135,000  SAV. 

For  further  details,  or  to  sell  your  business.  Telephone.- 

0923  827962 


BUSINESS  OPPORTUNITIES 


Would  you  like  to  run  your  own  business? 
Then  why  not  consider  a  private  franchise. 
You  will  pay  a  monthly  fee  to  cover  fixed  costs. 
Rent,  rates  and  a  franchise  free.  Stock  at 
valuation  to  be  purchased  through  approved 
wholesale  agreement.  We  have  branches  at 
Gillingham  and  Sheerness  (with  accommodation) 
in  Kent. 
Try  a  fixed  term  period. 
You  run  the  business,  you  keep  the  profits. 
If  you  are  interested  write  to  Box  C&D  3412 
and  conclude  the  deal  through  solicitors. 
No  time  wasters. 


BUSINESS  WANTED 


SELLING  YOUR  PHARMACY? 

Lloyds  Chemists  pay  the  best  prices  for  pharmacies 
nationwide.  Confidential  negotiations  and  prompt 
settlements  assured.  Telephone  Dick  Turner  on  (0827) 
260011  or  (0543)  262001  evenings. 
Lloyds  Chemists  Pic 
Britannia  House,  Centurion  Park,  Tarnworth, 
Staffordshire  B77  5TZ. 


DISPENSING  LABELS 


Chemists;  SAVE  MONEY  AND  TIME 

Reduce  wastage  and  make  more  profit 
by  using  our  dispensing  labels 
(7-10  days  delivery) 
Contact:  D  &  M  PRINTING  Co.  Ltd. 
Telephone:  051-949  0567  Fax:  051-949  0747 


THE  EMERGENCY  DENTIST 

|NO  NEED  FOR  INJECTIONS! 

A  SERVICE  FOR  TRAVELLERS! 


SAFE,  EASY  TO  ADMINISTER, 
DENTAL  REPAIR  KIT 
*  lost  crowns*  fillings*  cracked  teeth  * 

STOCK  UP  NOW  FOR  THE  HOLIDAY) 
DEMAND 


Call  Dental  Saver  Products 
Tel:  0275  810291 
Fax:  0275  858112 


LOANS 


1 00% 

PRACTICE  LOANS 

We  ofter  professional  people  100%  unsecured 

loans  in  purchase,  merge  or  re-finance  a 

practice,  so  there  is  no  need  io  mortgage 

your  home  to  raise  capital. 

Various  repayment  methods  are  avadable 

to  suil  individual  requirements  lor  terms  ol 

20  years  or  longer  We  are  willing  to  consider 

partnerships  and  sole  practices. 

To  find  out  more  call  us  on  071-242-4375 

or  write  to  J.W.  Sleath  &  Co.  Ltd.,  Insurance 

and  Mortgage  Brokers.  r>8  Theobalds  Road. 

London  WC1X  8SG. 

Spei'lallsts  In  Practice  Finance 

1% 

ABOVE  BANK  BASE 

FREEDOM  LOANS  » 

Independent  Finance  for  the  Independent  Pharmacist 
Funds  available  for  Pharmacists  seeking  to: 
*  purchase  *  raise  capital  *  refit 
•k  refinance  existing  loans 
FREEDOM  to  buy  stock  as  you  wish 
FREEDOM  to  bank  where  you  want  to 
Call  Doug  MacLeod: 
0532  444054  days  0532  391395  eves 
2nd  Floor,  Chancellor  Court,  The  Calls,  Leeds, 
West  Yorkshire  LS2  7EH 


MEDICAL  EQUIPMENT 


MEDIPOST  +~ 


MEDICINE  DISPENSING  SYSTEM 

DRUG  CABINETS  AND  FRIDGES 
MEDICAL  EQUIPMENT  AND  NURSING  SUPPLIES 
NEW  1992  COLOUR  CATALOGUE 

PHONE  0305  760750    FAX  0305  776917 


Medipost  (UK)  Ltd 

17  Surrey  Close 
Granby  Industrial 
Estate,  Weymouth 
Dorset  DT4  9TY 
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PHARMACY  COMPUTER  SYSTEMS 


SCAL  VER  T  COMPUTER 
SER  VICES  PRESCRIPTION 
LABELLING  SYSTEMS 


including:- 
•  Ratient  records  •  Drug  interactions 

•  Owings  •  Stock  usage 

•  Controlled  dosage  sections  for  (Nomad  etc) 

•  Software  from  £99.00  plus  VAT  to  £249.00 

plus  VAT 

•  Complete  systems  for  less  than 

£1899.00  + VAT 

•  28  day  free  trial  on  all  software 


FOR  MORE  DETAILS,  CONTACT 

S  CALVERT  COMPUTER 
SERVICES  AT  83  PONTEFRACT 
LANE,  LEEDS,  LS9  9HS. 
PHONE  (0532)  484746 


PACE  fieta 


"Don't  wail  up  dear,  I've  gol  to  re-enter  ALL  the 
data  in  my  computer" 

THIS  PHARMACIST  DIDN'T  CHOOSE  PACE  BETA. 

THE  ONLY  SYSTEM  THAT  GUARANTEES 
COMPLETE  PROTECTION 


LABELLING 
SYSTEMS 

TELEPHONE  061  941  7011 
FOR  DETAILS  AND  A  FREE 
DEMONSTRATION 

★  AVAILABLE  FOR  ONE 
MONTH'S  TRIAL 

★  PERSONAL  INSTALLATION 
AND  TRAINING  GIVEN 

★  MULTI  FEATURE  SYSTEM 
NO  EXTRAS  TO  BUY 

Don't  Settle  for  Less 

37  STAMFORD  NEW  ROAD, 
ALTRINCHAM  WA14  1EB 


John  Richardson  Computers  Ltd 


PMR 


Latest 
Update 


W  EPOS 


JRC  systems  are  renowned  for  their  speed,  ease-of-use 
and  flexibility  -  They  are  the  most  widely  used  in  pharmacy 
today,  are  constantly  updated  and  enjoy  an  enviable  after- 
sales  service  You  may  think  you  can't  afford  the  best  - 
You'll  be  surprised  . . . 


FOR  MORE  DETAILS.  OR  FREE  EPOS/PMR  VIDEOS,  PHONE  0772  323763 
(FAX  0772  323003)      OR  WRITE  TO  JRC  LTD,  FREEPOST.  PR5  6BR 


Mike  Hadley  and 
Robert  Hutt 


invite  you  to  attend  the  grand  opening  of  the 
new  Hadley  Hutt  headquarters  by 
Mr  Tim  Astill,  director  of  the  NPA,  on 
Sunday  July  26th  1992.  Open  9am-4pm. 
Tours  of  the  new  building,  refreshments, 
PILLS  and  POSHH  demonstrations. 

SPECIAL  CELEBRATION  OFFER  FOR 
SYSTEMS  INSTALLED  IN  JULY  OR 
ORDERED  AT  THE  OPENING  DAY!!! 

Hadley  Hutt  Computing  Limited 
George  Bayliss  Road, 
Droitwich,  Worcs. 
Telephone:  0905  795335 
Fax:  0905  795345 


PRODUCTS  &  SERVICES 


'ABLETS  2.5mg  &  10mg 
EJECTION  5mg  to  5gram 

Tel:  (0926)  451515 
or 

Fax;  (0926)  451967 

DHL 


achbrook  Park,  Warwick, 
CV34  6RS 


PUBLICATION 


How  does  the  General  Public  view  You 
The  Community  Pharmacist  as  a 
Primary  Health  Care  Service  ? 

-a  survey  undertaken  by  T.M.Jones  BSc  of  the 
Medical  College  of  St  Bartholomew's  Hospital 

to  assess  consumer  attitudes  to  the  Profession. 
Published  by  HealthPharm  as  a  service  to  Pharmacy 
Price  £12.00,  please  send  cheque  with  order  to; 
HealthPharm  Publications  ,  7  Penland  Road, 
Bexhill,  East  Sussex  TN40  2JG  (0424-21 511 7) 
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SHOPFITTINGS 


THE  PROFESSIONAL  PACKAGE 

FOR  THE 
PROFESSIONAL  PHARMACIST 


NORDIA  PHARMACY  PLANNING 

WITH  OVER  25  YEARS  EXPERIENCE 


DESIGN  SERVICE 


APPROVED 
COMPLETE  PACKAGE 


SIIOPFITTKRS  LTD., 
\ORI)IA  IIOliSK 

SKACROFT  l\l)l  STRI  \L  KSTATK 
COAL  ROAD 
LEEDS  LSI 4  2 AW 

Tel:  0532  :J2:J478  Ka\:  0532  323348 
•    NATIONWIDE  SERVICE 


Kick  the  recession  and 
get  your  Business  back 
on  Target! 

Our  Business  is  improving  your 
Business  and  creating 

That  Work 

We  Offer 

A  complete  shop  fitting  &  design  service. 
Specialize  in  continental  dispensary  fittings. 
Quality  you  can  afford. 
Attractive  leasing. 

For  further  details 

Tel:  0761  418941 


©DC  Marketing 


2a  Hallatrow  Road  Paulton 
Bristol  Avon  BS18  5LH 


LSTOREMTTERS— 

0626  -  834077 

COMPREHENSIVE  DESIGN,  MANUFACTURE 

AND  INSTALLATION  SERVICE  FOR  THE 
 RETAIL  PHARMACY  

KING  CHARLES  BUSINESS  PARK, 
OLD  NEWTON  ROAD,  HEATHFIELD, 
DEVON  TQ12  6UT 


PROFESSIONAL 

PHARMACY  DESIGN  &  INSTALLATION 

OFFICE  &  SHOWROOM  0935-20724 
LONDON  OFFICE  0883  622151 

OXFORD  ROAD,  PEN  MILL  TRADING  ESTATE, 
YEOVIL  BA21  5HZ. 


•  SHELVING  SYSTEMS 
•  FULL  RANGE  OF  SHOPFITTINGS 
•  FAST  COMPETITIVE  QUOTES 

mmw)  ®2mm 

.AKE  ROAD,  VERW00D  DORSET  BH31  6BL 


STOCK  FOR  SALE 


LIQUIDATED  STOCK 

OF 

FASHION  HAIR 
ACCESSORIES 

it  SCRUNCHIES  it  BULLDOG  CLIPS 
it  ALICE  BANDS  it  FRENCH  CLIPS  &  BOWS 
+  BANDANAS  &  MUCH  MORE! 

ALL  TO  BE  SOLD  AT  5p  PER  ITEM 

TEL:  081-965  4727  FAX:  081-963  1060 


OTC  COMPANIES 

LONG  ESTABLISHED  COUGH  LINCTUS  BRANDS 
CURRENTLY  ON  THE  MARKET  FOR  SALE/ASSIGNMENT, 
WITH  FULL  UK  PRODUCT  LICENCES  AND  TRADEMARK. 

ENQUIRIES  FROM  INTERESTED  PRINCIPALS  TO 
BOX  NO.  C&D  3419 


To  advertise 
in  this 
section 
please  phone 
Joe  Doveton 
on 

0732  364422 
Ext.  2468 


Calcium 
Leucovorin 

Tablets  15mg 
& 

Ready  to  Use 
Solution 

CALL  DBL 

Tel:  (0926)  451515 
Fax:  (0926)  451967 


Tach 


Paik  Waiwick 
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STOCK  FOR  SALE 


DIRECTLY  IMPORTED  EEC  ETHICALS 
CURRENT  SPECIAL  OFFERS  INCLUDE 


Disc  +  Settl* 


Net  Price 


ADALAT  100  10mg 
OPTICROM 

PROZAC     14  20mg 

TIMOPTOL  0.25% 

TIMOPTOL  0.5% 
ZOVIRAX  CREAM  3g 

ZANTAC    20  150mg. 


25  +  5  8.69 
15  +  5  4.89 

26  +  5  10.49 
31+5  3.39 
33  +  5  3.70 
28  +  5  5.73 

8  +  5  8.67 
*  5%  SETTLEMENT  DISCOUNT  INCLUDES 
PAYMENT  WITHIN  30  DAYS 


DISCOUNT  PERFUMES 

RRP 

3 

ANAIS 

EDT 

30ML 

SP 

17.95 

9.10 

BEAUTIFUL 

EDP 

15ML 

SP 

20.40 

13.45 

OPIUM 

EDT 

36ML 

SP 

33.00 

16.65 

VANDERBILT 

EDT 

15ML 

SP 

9.95 

3.70 

SAMSARA 

EDP 

50ML 

SP 

34.00 

21.99 

JAZZ 

ASL 

50ML 

16.00 

9  45 

KODAK  GOLD  TO  34%  OFF  NEW  GOLD  II  TO  25%  OFF 

1.75  34% 

1.69  25% 

2.05  25% 

1.87  22% 

2.31  22% 


GOLD  GA  135-36  100 
GOLD  II  GR  135-24  100 
GOLD  II  GR  135-36  100 
GOLD  II  GS  135-24  200 
GOLD  II  GS  135-36  200 
DURACELL  MN  1500  B4  per  20  at  1.09 


PLUS  MANY  OTHER  SPECIAL  OFFERS 


NATIONWIDE  NEXT  DAY  DELIVERY 
RING  FOR  A  FULL  PRICE  LIST 

CHEMILINES 
PHARMACEUTICALS 

UNIT  3P,  BUILDING  B,  WEMBLEY  COMMERCIAL  CENTRE 
80  EAST  LANE,  NORTH  WEMBLEY,  MIDDLESEX  HA9  7NL 
TEL:  081  908  0124/081  904  0177.  FAX:  081  904  0942 


AGENTS  WANTED  UK  WIDE 

STOCK  WANTED:  CHANEL,  SAMSARA,  CALVIN  KLEIN 
AND  ANY  BRANDED  PERFUMES  TO  PROP  UP  OUR  LEVELS 


Perfumes/ 
Aftershaves 


All  main  brands  in  stock 
including  Estee  Lauder, 
Chanel  and  Calvin  Klein 

Over  70  items  on  offer 
this  month 

Tel:  081-422  3269 
or  Fax:  081-907  8323 
For  a  price  list. 


Jala  ram 
Imports 


IES  FRAGRANCE  OFFERS 


Item  RRP 

A  ASHLEY  MUSK  100ml  SPRAY  16.95 

ANAIS  50ml  EDT  SPRAY  24.00 

AROMATICS  45ml  SPRAY  35.00 

BEAUTIFUL  15ml  EDP  SPRAY  20.00 

BEAUTIFUL  30ml  EDP  SPRAY  30.00 

BLACK  VELVET  50ml  COL  SPRAY  9  45 

BYZANCE  50ml  EDT  SPRAY  27.50 

CINNABAR  15ml  EDP  SPRAY  14  50 

CINNABAR  50ml  EDP  SPRAY  30.00 

DIORELLA  50ml  EDT  SPRAY  28.50 

DIORISSIMO  50ml  EDT  SPRAY  28  50 

DIORESSENCE  50ml  EDT  SPRAY  3100 

ESTEE  15gm  EDP  SPRAY  15.00 

ESTEE  30gm  EDP  SPRAY  22  00 

FIJI  25ml  EDT  SPRAY  22  OO 

FIRST  60ml  EDT  SPRAY  29  95 

FLAIR  TALC  3  05 

FLAIR  (YARDLEYS)  15ml  SPRAY  2.99 

GIORGIO  90ml  EDT  SPRAY  46.00 

INTIMATE  28gm  SPRAY  9  50 

JOY  45ml  EDT  SPRAY  35.50 

JE  REVIENS  (WORTH)  30ml  EDT  SPR  6  95 

KNOWING  30ml  EDP  SPRAY  34.00 

L  AIR  DU  TEMPS  50ml  SPRAY  21  OO 

ENGLISH  LAVENDER  SOAP  —  SINGLE  1  50 

LUMIERE  25ml  EDP  SPRAY  12  95 

MA  GRIFFE  30ml  PDT  SPRAY  6  95 

MISS  DIOR  50ml  EDT  SPRAY  28.50 

MOON  DROPS  SPRAY  10  95 
NARCISSE  —  Chide  50ml  EDT  SPRAY  22.95 

NINA  50ml  EDT  SPRAY  24.00 

OSCAR  DE  L  RENTA  30ml  SPRAY  19  95 

PAGAN  PERFUME  1  5ml  3  95 

PAGAN  25ml  COLOGNE  SPRAY  4  95 

PANACHE  25ml  PDT  SPRAY  8  50 

PARIS  30ml  EDT  SPRAY  16  50 

POISON  50ml  EDT  SPRAY  36.00 

PRIVATE  COLLECT  15ml  SPRAY  22.00 

RAF  I  NEE  15ml  EDP  SPRAY  15  00 

RED  BY  GIORGIO  50ml  SPRAY  32  00 

RED  BY  GIORGIO  90ml  SPRAY  48  00 

RIVE  GAUCHE  25ml  EDT  SPRAY  14  00 

RIVE  GAUCHE  50ml  EDT  SPRAY  19.50 

ROMA  BAGIOTTI  50ml  EDT  SPRAY  37.00 

SALVADOR  DALI  30ml  PDT  SPRAY  20.50 

SHALIMAR  50ml  EDT  SPRAY  26.50 

SPECTACULAR  100ml  EDT  SPRAY  25.00 

VANDERBILT  15ml  EDT  SPRAY  6.95 

VANDERBILT  50ml  EDT  SPRAY  17  95 

WHITE  LINNEN  15ml  EDP  SPRAY  16.50 

WRAPPINGS  50ml  EDP  SPRAY  40.00 

XI A  XIANG  25ml  NAT  SPRAY  17  95 

YOUTH  DEW  15ml  EDP  SPRAY  10  00 

YOUTH  DEW  65ml  EDP  SPRAY  2100 

YSATIS  25ml  EDT  SPRAY  21  00 


Cost 
6.95 

13  99 

22  00 
13.99 
21  50 

3.99 

15  95 
10.95 
18.95 

16  95 
16.95 
17.95 
10  50 

14  95 
9.95 

15  95 
1  99 
1  95 

23  00 
4.50 

19.  95 
3  25 
21  50 

12  95 
0.95 
7.50 
3.25 

16  95 
6.95 

16  25 

13  99 
10  50 

2.65 
3.30 
3  95 
10  50 
19.95 

14  50 
5.95 

19  50 

24  00 
8.99 

12  99 
19  95 
1  1.90 

15  95 
5.95 
3.95 
8  95 

1  1.50 

25  00 
8  95 
7  50 

14  99 
12  95 


Order 


FRAGRANCES 

MINIMUM  ORDER 
QUANTITY  1  PER  LINE 
CARRIAGE  PAID 
ORDERS  £200 
(EXCL.  V.A.T.) 


PAYMENT  TERMS 


V2  POST  DATED  CHEQUE 

1st  OCT.  92 
Vz  IMMEDIATE  PAYMENT 


HOW  TO  ORDER 

'S   Tel  021  477  4646 

Fax:  021  476  8225 
E*3  Freepost: 

KNIGHTS  FRAGRANCES 
FREEPOST  (BM4536) 
BIRMINGHAM  B31  1BR 


MENS  FRAGRANCE  OFFERS 


Item 

HI, 

P 

Cost 

ARAMIS  60ml  AFTERSHAVE 

17 

00 

.  9 

50 

ARMANI  A/S  75ml 

.". 

00 

12 

50 

AZZARO  75ml  AFTERSHAVE 

16 

00 

...  9 

95 

BLUE  STRATOS  A/SHV  100ml 

i. 

25  . 

2 

95 

BOSS  AFTERSHAVE  50ml 

17 

00 

9 

99 

BOSS  AFTERSHAVE  125ml 

25 

50 

.  13 

95 

CACHEREL  FOR  MEN  A/S  100ml 

50 

.  14 

95 

CACHE REL  50ml  EDT  SPRAY 

21 

00 

12 

95 

DRAKKAR  NOIR  A/S  50ml 

18 

50 

...  9 

95 

DRAKKAR  50ml  EDT  SPRAY 

21 

50 

...11 

95 

FAHRENHEIT  A/SHAVE  100ml 

.'i, 

00  . 

...14 

95 

GIVENCHY  A/SHAVE  109ml 

21 

75  . 

.  12 

75 

GOLD  AFTERSHAVE  75ml 

4 

95  .. 

2 

■  I.', 

GREY  FLANNEL  A/SHV  120ml 

21 

50 

9 

r,Q 

INSIGNIA  100ml  COLOGNE 

4 

95  . 

.  1 

95 

JAZZ  AFTERSHAVE  50ml 

15 

00 

9 

■in 

LACOSTE  AFTERSHAVE  50ml 

13 

50 

.  8 

■  I'l 

MANDATE  AFTERSHAVE  100ml 

1 1 

25  . 

.  5 

50 

NEW  WEST  50ml  A/S  SPRAY 

21 

50 

.  12 

99 

NOIR  A/S  SPRA  Y  75ml 

14 

95 

7 

95 

PACO  RABANE  A/SHAVE  75ml 

18 

75 

8 

95 

PACO  RABANE  A/SHAVE  125ml 

50 

.  12 

<)S 

PIERRE  CARDIN  A/SHAVE  60ml 

9 

95 

...  4 

95 

POLO  AFTERSHAVE  50ml 

21 

00 

12 

<)', 

QUORUM  30ml  A/S  SPRA  Y 

9 

95  . 

4 

<).', 

QUORUM  A/SHAVE  50ml 

15 

50 

...  7 

95 

QUORUM  A/SHAVE  100ml 

21 

25 

10 

<),', 

RAPPORT  50ml  A/SHAVE 

10 

50  .. 

..  5 

25 

RAPPORT  50ml  EDT  SPLASH 

10 

95 

.  3 

99 

TABAC  100ml  AFTERSHAVE 

9 

45 

...  5 

•>', 

TUSCANY  AFTERSHAVE  50ml 

I'l 

00 

1  1 

<)<) 

Order 


THANKYOU  FOR  CHOOSING  KNIGHTS 
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STOCK  FOR  SALE 


JULY 

SPECIAL  OFFERS 
INCLUDING: 


*  Carefully  selected  ec  imported  pharmaceuticals 
i,  product  liability  insurance 

*  our  own  'ec  qualified  person  to 
supervise  quality  control 

*  DISTRIBUTION  THROUGHOUT  UK  incl.  N.  IRELAND 

*  ONE  OF  THE  LARGEST  PURCHASERS  OF  Pi's  IN 
EUROPE 

*  HELPFUL  ADVICE  GIVEN  TO  UPDATE  THE 
PHARMACIST 

*  COMPETITIVE  PRICES  AND  REGULAR  MONTHLY 
OFFERS 

i  MEMBER  OF  THE  ASSOCIATION  OF 
PHARMACEUTICAL  IMPORTERS 


E 


URIMPHARM  LTD 


UNIT  A6.  83  COPERS  COPE  ROAD. 
BECKENHAM,  KENT,  BR3  1  NR. 
TELEPHONE:  081-658  2255 
TELEX: 263832;  FAX: 081-658  8680 


K.olOLSO^g   ...£1.25 

ME  S  ^  .»-75 

CWf0O  EH  AOOma  ..£3.60 

on  i  i  I  mm\i 


0800  21  . 


t 


3 


LIBRA  DISTRIBUTORS 

WHOLESALERS  OF  FRAGRANCES 
PHOTOGRAPHIC  FILMS  &  BATTERIES 
TEL:  081-445  4164  •  FAX:  081-445  1399 

"GET  THE  RIGHT  PICTURE" 

FILMS  AT  BEST  PRICES 

NEW  KODAK  GOLD  II  GR  100  SPEED  12exp  £1  42  20%  off  trade 
NEW  KODAK  GOLD  II  GR  100  SPEED  24exp.  £1  69  25%  off  trade 
NEW  KODAK  GOLD  II  GR  100  SPEED  36exp.  £2.15  22%  off  trade 
GA  100  SPEED  36exp.  Eng. /Arabic  £1.79  37%  off  trade 
GS  200  SPEED  12exp.  £1.53  20%  off  trade 
GS  200  SPEED  24exp.  £1.92  20%  off  trade 
GS  200  SPEED  36exp.  £2.37  20%  off  trade 

FUJI 

100  SPEED  24exp.  £1.30  40%  off  trade 
100  SPEED  36exp.  £1.60  40%  off  trade 

We  stock  a  wide  range  of  films,  batteries,  also  Lithium 
batteries  and  branded  fragrances. 
Feel  free  to  call  for  a  price  list  on  081-445  4164 
Nationwide  Delivery  Next  Day. 

30  DAYS  CREDIT  ON  ALL  ORDERS  OVER  £350 
■  ALL  PRICES  ARE  EXCLUSIVE  OF  VAT 


A  J  BABY  WEAR 


Suppliers  of  competitively  priced 
babywear  to  retail  chemists  in  Middx, 
Herts,  Cambridgeshire,  Beds  and  Bucks 

From  birth  to  2  years  of  age  —  body  vests,  babygrows,  bibs, 
training  pants,  vests,  pants  &  socks  etc.  including  outer  garments. 

48  HOUR  PERSONAL  DELIVERY  SERVICE 

For  prompt  attention  and  further  details 
please  phone  Lea  Valley  (0992)  762684 

AJ  BABYWEAR 
25  Vian  Avenue,  Freezywater,  Enfield,  Middlesex  EN3  6LQ 


STOCK  WANTED 


WANTED 


Old  Chemist  Shop  fittings  in  mahogany. 
Complete  shop  interiors  purchased. 
Drug  runs,  bow  cabinets  etc. 
We  try  hardest,  travel  furthest, 
pay  more. 

Tel:  0533  515460.  Eves.  515488 
Fax:  623847 


STOCK  WANTED 

Old  Chemist  Bottles  &  Utensils,  Drug  runs, 

Cabinets,  fitting  etc. 
Cash  paid.  Removed  and  collected,  all  UK. 
Tel:  0372  373791 
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Businesslink 


A  FREE  Service  for  Chemist  &  Druggist  Subscribers 


PHARMACIST  MANAGERS 

BATTERSEA  AND  CROYDON  -  Enthu- 
siastic pharmacist  manager  required  for 
modern  branch  of  small  friendly  group. 
Good  supporting  staff.  Minimum  paper- 
work. We  can  offer  an  attractive  salary 
package.  Contact  Mrs  Anju  Amin  on 
081-642  4200. 

BURNLEY,  LANCS  -  Permanent  locum/ 
manager  required  for  interesting  and 
varied  work  to  assist  owner  pharmacist  to 
run  two  community  pharmacies.  Mini- 
mum paperwork.  Excellent  staff.  Accom- 
modation available.  Tel:  0282  33967 
evenings,  0282  25860  daytime. 

WEST  CLAM  -  Pharmacist  with  sense  of 
humour  wanted  for  friendly  progressive 
independent.  Suit  mature/newly  regis- 
tered. Tel:  0639  842102. 

BRADFORD  -  Small  independent  company 
requires  enthusiastic  pharmacy  manager 
to  maximise  potential  of  busy  pharmacy. 
Minimum  paperwork;  no  Saturday  after- 
noons. Hours  and  salary  negotiable.  Ap- 
ply J.  Buchanan  Ltd,  466  Idle  Road, 
Bradford,  BD2  2AR  or  telephone  0274 
636402  anytime. 

WEST  ESSEX  -  Community  pharmacy 
needs  manager  or  long  term  locum.  Will 
consider  newly  registered  or  hospital 
pharmacist  wishing  a  change.  Tel:  0371 
873325 


LOCUMS 

ISLE  OF  DOGS,  LONDON  E14  -  Pharma- 
cist wanted  for  regular  or  alternate  Sa- 
turdays for  Asda  pharmacy.  Please  ring 
MrChanna  on  081-981  4528. 

WATFORD,  HERTS  -  Locum  required 
from  July  27  for  full  weeks.  Tel:  0923 
771187. 

SOUTHAMPTON/PORTSMOUTH/SALIS- 
BlIRY/ROMSEY  and  surrounding  areas. 
Experienced  locum  pharmacist  taking 
bookings  for  October,  November  and 
December.  References  available.  Rate  11/ 
hour,  travel  negotiable.  Tel:  0794  68935. 


SITUATIONS  WANTED 

PRE-REGISTRATION  placement  required 
anywhere  in  Manchester  area.  Tel:  061- 
860  7024. 

GRADUATE  SEEKS  pre-registration  pla- 
cement in  London  area  or  suburbs. 
Available  immediately.  Please  phone 
081-203  0408. 

ESSEX,  SUFFOLK,  LONDON  -  Commun- 
ity pharmacist  available  Saturdays(12/ 
hour),  Sundays  (20/hour).  References 
available.  Tel:  0255  672845(work)or  081  - 
989  4371  (home). 

DISPENSING  TECHNICIAN  available  be- 
tween 9-6  Mon-Sat  in  surrounding  areas 
of  Wembley/Harrow.  Tel:  081  427  3318 
after  7pm. 


BUSINESSES  WANTED 

HAMPSHIRE/BERKSHIRE  -  Pharmacy 
wanted.  Retirement/management,  t/o 
£350,000,  Rx  £2,500  per  month.  Confi- 
dentiality assured.  Telephone:  081-572 
7461. 


_     EXCESS  STOCK 

TRADE  LESS  20%+VAT  -  100  Artane 
5mg,  124  Loxopac  lOmg,  84  Lexotan 


1.5mg,  56  Gastrobid,  80  Mono-Cedocard- 

20,  84  Univer  120mg.  Tel:  0322  526470. 
50%  OFF  TRADE  -  300  Gastrozepin,  100 

Lasipressin,  Catapres  0.5mg,  Miraxid 

400mg.  Tel:  0532  681163. 
TRADE  LESS  50%+VAT+POSTAGE  - 

Surgicare  S262xl0,  S260xl7,  S352x6, 

S362x3.  Tel:  0934  620740. 
TRADE  LESS  50%+VAT+POSTACE  -  4  x 

Ventide  inhalers,  1x100  Asendis  25mg, 

1x10  Calcium  Luecovorin  15mg,  1x100 

Beta-Cardone  tabs  80mg.  Tel:  071-247 

6729. 

TRADE  LESS  40%  -  2x84  Rifinah  150 
(10/94),  2x100  Tegretol  400  (11/95), 
2x100  Catapres  300  (9/95),  12x112  Intal 
co  caps  (6/94)  Tel:  0933  312168. 

400xMADOPAR  250MC,  3x84  Surgam 
200, 1x56  Surgam  300,  8  Fungilin  Susp., 
100  Serenace  lOmg,  28  Mobiflex  20mg. 
56  Cardene  20mg.  Trade  less  50%+VAT- 
+postage.  Tel:  051-933  3333. 

2x30  COLOPLAST  MC2000  5940,  1x30 
Hollister  appliance  covers  7036.  1x30 
Coloplast  PC3000  8840  -  less  50%+VAT- 
+Postage.  1x178  Gastro-  zepine,  1x28 
Arelix,  2  x  Rynacrom  insufflators  -  less 
40%.  Tel:  0269  850302. 

TRADE  LESS  50%+VAT  -  139  Aldomet 
125mg,  5  Kelfizine  W,  Asendis 
100mgx71,  Blocadren  lOmgxlOO  (9/92), 
Aventyl  10mgx47,  116  Inderetic.  Tel: 
0708  743341. 

TRADE  LESS  50%+VAT  -  Voltarol 
ampsx6,  Zarontin  caps  (PI)xl93  (Oct  92) 
Poroplastx6,  Meptid  ampsxS,  Lodine 
200mgxl33,  Flagyl  Suppsx22.  Tel:  0505 
572603. 

TRADE  LESS  50%+VAT+POSTACE  -  Bi- 

trol  lleos  32750x2, 32730x1,  Biotrol  Elite 
32840x1,  Hollister  31 14x3, 21 16/D674x3. 
Tel:  081-650  1731. 
TRADE  LESS  50%+VAT+POSTAGE  - 
1x100  Hydrea  caps  500mg  (Aug.94), 
lxChendol  125  (Feb.93).  Tel:  0742 
301877. 

RIDAURA  3MG,  Voltral  injection,  Hytrin 
2mg,  Bicillin  injection,  Alvercol  gra- 
nules, Nalorex  50mg.  All  at  trade  less 
25%+VAT+postage.  Tel:  071-701  1643. 

HOLLISTER  10X5  4403  and  1x10  4703 
less  50%+VAT.  Tel:  0482  51022. 

BRANDED  2,000  UNITS  of  after-sun 
cream.  Manufacturer's  cost  price.  Tel: 
0707  328118. 

TRADE  LESS  40%  -  84  Univer  SR  240mg, 
19  Viscopaste  PB7,  11  Opsite  dressings, 
100  Disopyramide  lOOmg,  180  Lodine 
300mg,  76  Tonocard  400mg,  100  Bolvi- 
don  20mg,  34  Tarivid  200mg,  99  Rehibin 
lOOmg,  12  Suprax.  Tel:  0742  554361. 

MADOPAR-CR  125MG  8x100  50%+post- 
age.  Exp  10/92.  Tel:  0625  523059. 

TRADE  LESS  50%+VAT+POSTAGE  -  Ri- 
mactazid  '300'  5X56  +  2X14  Tel:  0592 
269400. 

(.ENOTROPIN  'dU.Kxpi.A  <M  'VI  Trade 

less  35%.  Tel:  081-592  1063. 
COLIFOAM  AEROSOLS- 15  Trade  less 

50%+VAT.  Expiry  9/95,9/96.  Tel:  0243 

863090. 

TRADE  LESS  30%+POSTAGE-4xl0  Con- 
vatec  S835,  56  Beta  Adalat  (7/93),  400 
Nutrizym  GR  (3/94),  180  Parlodel  2.5mg 
(PI  2/93),  1 12  Voltarol  75  SR  (1 1/93).  Tel: 
0223  246535. 

50%  DISCOUNT+VAT+POSTAGE  - 
18xamps  Nozman  25mg  (8/94),  12xlml 
Serenace  5mg/ml  (2/93),  6x1  ml  Deca- 
Duraholin  25mg  (8/94),  2x5  Modecate 
12.5mg/0.5ml  (11/92).  Tel:  0493  842737. 


PERGONAL  AMPOULES  (EXP  5/94)  with 

solvent.  Trade  less  40%.  Tel:  0704  28437. 
INTRON  A  3  MILLION  IU  X20  -  Expiry 
28.6.93.  Trade  less  30%+VAT+  postage 
Tel:  0386  446244. 


FOR  SALE 

PRESCRIPTION  SIGN  (NEON)  4ft  com- 
plete with  transformer  and  hanging 
chains  £125.  Microfiche  viewer  Micron 
XL10  30.  Will  deliver  within  Bucks.  Tel: 
0296  415658. 

TILADE  INHALERS  FOR  SALE  (6 
aerosols)-Trade  less  25%+VAT  +postage. 
Tel:  0652  32129. 

MICROFICHE  VIEWER.  Micron  XL  10 
with  cover  £40.  Tel:  0484  844255 

DUE  TO  SHOP  REFIT,  beautiful  wooden 
-counter  with  orange  border  (dimension 
6'4"x2'5")  with  shelves  on  both  sides. 
Only  £100.  Buyer  to  collect.  Tel:  081-841 
1585. 

COLLECTORS  -  Original  Ashton  &  Parsons 
homoeopathic  vials  Aconite,  Rhus,  Bell, 
Nux,  Pod,  Sulph.  £12.  Skin-bound  1834 
prescription  book £20.  Tel:  0594  530453. 

IBM  COMPATIBLE  COMPUTER  386  DX- 
33,  110MB  hard  disk,  3  '/■■"  and  5  'A" 


floppy  drives,  14"  svga,  5MB  RAM  £700. 
Tel:  0902  790074. 

TWO  ELECTRONIC  CASH 

REGISTERS  JC00+VAT  for  both.Chem- 
ist  sign  £50+VAT.  Tel:  0742  554361. 

PERFUMERY  DEPARTMENT  FIT- 
TINGS, Dollar  Rae,  light  ash,  18  months 
old,  as  new.  Colour  photo  on  request. 
Offers.  Tel:  0432  272152:  fax:0432 
353487. 


WANTED 


LATEST  EDITION  MARTINDALE  and 

Trident  leg  bags  500ml  S/Tube.  Tel: 
081-886  2561. 

KL8  TABLET  COUNTER.  Will  collect.  Tel: 
031-667  1992. 

NOMAD  CASSETTES  needed  urgently, 
any  quantity  considered.  Please  tele- 
phone 0371  873325. 


ACCOMMODATION 


BEAUTIFUL  5  BEDROOMED  FUR- 
NISHED house  to  let  in  Kingston,  Sur- 
rey, £275  per  week.  Tel:  Mr  Modi  081-672 
7461. 


Free  entries  in  "Business  Link"  (maximum  30  words)  are 
accepted  at  the  discretion  of  the  publishers  and  upon  space 
being  available,  send  proposed  wording  to  "Business  Link", 
CHEMIST  &  DRUGGIST,  Benn  House,  Sovereign  Way, 
Tonbridge,  Kent  TN9  1 RW.  Include  your  name,  the  full  name 
and  address  of  your  pharmacy,  or  personal  registration 
number,  and  a  day-time  telephone  number.  Alternatively, 
leave  the  details  on  our  answering  service. 

PHONE  24  HOURS  ON  0732  359725 


To:  Business  Link,  CHEMIST  &  DRUGGIST,  Benn  House,  Sovereign 
Way,  Tonbridge,  Kent  TN9  1RW. 

PLEASE  COMPLETE  IN  BLOCK  CAPITALS 

Surname  

First  names  

Address  

 Postcode   

Personal  RPSGB  Registration  number  

Telephone  number  

Proposed  advertisement  copy  (maximum  30  words) 


To  be  included  under  section  Heading  .  . 
Signed   Date 
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Aboutpeople 


A  challenge  to  get  off  the  road! 


East  Barnet  pharmacist  Brian 
Isaacs  is  cycling  from  London  to 
Brighton  the  hard  way  this 
weekend  —  totally  off  road  on  his 
mountain  bike. 

He  is  not,  he  confesses,  an 
experienced  mountain  biker, 
having  only  had  his  machine  for 
six  months.  But  he  considers  it 
sacriligeous  to  use  it  for 
collecting  the  shopping.  "It's  like 
using  an  elephant  gun  to  shoot  an 
ant,"  he  says.  Hence  his 
enthusiasm  for  this  challenge, 
which  he  is  planning  to  face  with 
six  friends,  one  of  whom  has 
planned  their  route. 

However,  there  is  a  serious  side 
to  Mr  Isaacs'  endeavour.  He  will 
be  raising  money  through 
sponsorship  for  the  Tuberous 
Sclerosis  Association.  TS  is  a  rare 
genetic  brain  disease  affecting 
one  in  10,000  children.  The 
symptoms  include  skin 
deformations,  epilepsy  and 
learning  difficulties.  Mr  Isaacs' 
two  year  old  daughter  has 
recently  been  diagnosed  with  the 
disease. 

So  far  Mr  Isaacs  says  he  in  line 
to  raise  around  £1,000,  mainly 
from  sums  pledged  by  his 
customers,  and  with  some 
donations  from  suppliers  like 
Canon  Babysafe  and  Intercare. 


Larkhall  prize 
goes  to 
Brighton 

Janet  Bussell,  a  1992  first  class 
honours  graduate  from  Brighton, 
has  received  the  Larkhall  prize  as 
the  best  nutrition  student  in  the 
final  year. 

The  presentation  was  made  by 
Larkhall  Natural  Health  director, 
Dr  Robert  Woodward. 

Larkhall  plan  to  launch  a 
research  award  scheme  at 
Brighton  in  the  Autumn. 

The  scheme  will  fund 
postgraduate  research  in  the  field 
of  nutrition. 


Brian  Isaccs  and  his  daughter 
Emma. 

However,  he  has  a  "secret 
weapon"  in  his  brother  John,  who 
is,  quite  literally,  hairdresser  to 
the  stars.  John  Isaacs  runs  a  top 
flight  salon  in  Beverley  Hills,  Los 
Angeles,  and  works  on  location 
during  filming.  He  has  been 
approaching  his  clientele  for 
sponsorship,  which  could 
produce  some  interesting  results. 

Anyone  interested  in  making  a 
donation  can  contact  Mr  Isaacs  at 
Brand  Russell  Chemist,  280  East 
Barnet  Road,  Herts  EN4  8TD 
(tel:081-449  0909). 


JRC  help  out  with  the  words 

A  young  victim  of  multiple 
sclerosis  in  search  of  a  word 
processor  has  been  given  a 
helping  hand  by  Preston-based 
John  Richardson  Computers  Ltd. 

The  young  woman's  grand- 
mother contacted  her  local  Lions 
Club  to  see  whether  the  charity 
could  help  with  funds.  But  local 
Lions  president  Gareth  Williams, 
a  retired  pharmacist,  went  one 
step  further. 

"Before  retiring  I  ran  two 
pharmacies  in  Aberystwyth.  I  had 
JRC  sytems  installed  in  both 
outlets  because  I  was  impressed 
with  the  user-friendly  nature  of 
the  product  and  the  company's 
service.  When  I  received  this 
request  JRC  were  the  obvious 
company  to  approach,  and  I  am 
pleased  to  say  they  did  not  let  us 
down,"  says  Mr  Williams. 

Jeannette  Pritchard  is 
absolutely  thrilled  with  her 
computer.  A  modest  John 
Richardson  commented:  "It  was 
the  least  we  could  do." 


Gareth  Williams  and 
Jeanette  Pritcharil 


Nine  pre-registration  trainees  of  the  Multiple  Retail  Pharmacy  Training 
Group  (MRPTG)  were  presented  with  their  certificates,  showing 
successful  completion  of  the  course,  on  June  17,  the  last  evening  of  the 
last  MRPTG  course  this  year.  Pictured  from  left  to  right,  are:  (Back  row) 
Daniel  Lee,  Markos  Alalia,  Geoffrey  Pryor,  Peter  Ellison,  (front  row) 
Daneen  Mowat,  Lisa  Curtis,  Jyoti  Patel,  Caoilfhionn  McDonnell,  Vanessa 
Sherwood.  The  MRPTG  courses,  under  the  direction  of  Moss  Chemists, 
are  open  to  pre-regs  and  managers  from  other  community  pharmacies. 
Interested  parties  should  contact  Roger  Cotton  on  081-890  9333  or  Anne 
Want  on  0932  223488. 


APPOINTMENTS 


Bill  Darling  CBE,  FRPharmS,  has 
been  re-elected  chairman  of  the 
National  Association  of  Health 
Authorities  and  Trusts  (NAHAT) 
for  a  final  year.  Mr  Darling  is 
currently  treasurer  of  the  Royal 
Pharmaceutical  Society  of  Great 
Britain  and  is  a  past  president.  He 
is  also  chairman  of  the  National 
Pharmaceutical  Supplies  Group. 

Whitehall  Laboratories  have 
appointed  Gerald  Eva  as  business 
development  director.  The 
appoint  "reflects  the  priority 
Whitehall  attach  to  new  product 
development  and  acquisitions  in 
the  OTC  healthcare  market".  Mr 
Eva  will  be  responsible  for 
co-ordinating  the  company's 
business  development 


programme.  He  joins  Whitehall 
from  Millbridge  Holdings. 

Robinson  Healthcare  have! 
announced  some  marketing1 
changes.  Claire  Uglow  becomes! 
product  manager  for  the  Fast  Aid1 
brand,  responsible  for  its 
development,  marketing  and( 
promotion.  Vivien  Wickins  is  now| 
product  manager  for  Robinsonj 
Skincare  as  well  as  being 
responsible  for  Moist  Tissues. 

Professor  Graham  Calder  has 

been  appointed  by  The  College  of 
Pharmacy  Practice  as  the 
regional  adviser  for  Scotland., 
Professor  Calder  is  the  retiring] 
chief  pharmacist,  Scottish  Homel 
and  Health  Department. 
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easy.  After  all,  no  other  home  pregnancy  test  is  more  accurate,  more  reliable  or  simpler 
to  use  than  Clearblue  One  Step. 

So  how  have  we  improved  on  perfection?  Firstly,  we've  made  the  blue  result  lines 
even  clearer  to  read.  And  now  the  test  can  be  carried  out  at  any  time  of  the  day,  even  on 
the  first  day  of  the  missed  period.  But  we  didn't  stop  there.  New  improved  Clearblue  One 
Step  even  boasts  a  new  attractive  pack  design. 

But  of  course  some  things  never  change.  We're  still  the  brand  leader,  we  still 
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pregnancy  test. 
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chlorhexidine 
qliuisxDBiate 
0.2%  w/v 


chlorhexidine 

glwic®n«8te 
0.2%  w/v 


chlorhexidine 
gluconate 
0.2%  w/v 

PRESCRIBING  NOTES 
Consult  Data  Sheet  before 
prescribing. 

USE  Inhibition  of  plaque, 
treatment  and  prevention  of 
gingivitis;  maintenance  of  oral 
hygiene.  Mouthwash  and  Mint 
Mouthwash  are  also  indicated 
for  the  promotion  of  gingival 
healing  following  surgery  and 
the  management  of  aphthous 
ulceration  and  oral  candidiasis 
PRESENTATION  Spray  and 
Mint  Mouthwash:  A  clear 
colourless  solution  containing 
0.2%  w/v  chlorhexidine 
gluconate.  Mouthwash:  A  clear 
pink  solution  containing  0.2% 
w/v  chlorhexidine  gluconate. 
DOSAGE  AND 
ADMINISTRATION  Spray: 
Apply  to  tooth  and  gingival 
surfaces  using  up  to  twelve 
actuations  of  the  spray  twice 
daily.  Mouthwash  and  Mint 
Mouthwash:  Rinse  mouth  with 
10  ml  undiluted  for  one  minute 
twice  daily  Prior  to  dental 
surgery,  rinse  mouth  with 
10ml  for  one  minute 
CONTRAINDICATIONS 
Previous  hypersensitivity 
reaction  to  chlorhexidine. 
Such  reactions  are,  however, 
extremely  rare. 
PRECAUTIONS  For  oral  use 
only,  keep  out  of  eyes  and  ears. 
SIDE  EFFECTS  Occasional 
irritative  skin  reactions. 
Generalised  allergic  reactions 
to  chlorhexidine  have  also 
been  reported  but  are 
extremely  rare.  Superficial 
discolouration  of  the  tongue, 
teeth  and  tooth-coloured 
restorations  may  occur.  This 
usually  disappears  after 
discontinuation  of  treatment. 
Staining  can  largely  be 
prevented  by  cleaning  teeth  or 
dentures  before  use  but  may 
sometimes  require  scaling  and 
polishing  for  complete 
removal.  Stained  anterior 
tooth-coloured  restorations 
which  are  not  adequately 
cleaned  by  professional 
prophylaxis  may  require 
replacement.  Transient  taste 
disturbances,  burning 
sensation  of  the  tongue  and 
oral  desquamation.  Very 
occasional  parotid  swelling. 
PRODUCT  LICENCE 
NUMBER  AND  BASIC 
NHS  COST 
'Corsodyl'  Spray 
(0029/0230)  60  ml  (OP)  £2.80 
'Corsodyl'  Mouthwash 
(0029/0124)  300  ml  (OP)  £1.25 
'Corsodyl'  Mint  Mouthwash 
(0029/0201)  300  ml  (OP)  £1.25 

'Corsodyl'  is  a  trademark. 

Further  information  is  ^ 
available  from: 

ICI  Pharmaceuticals  - 

King's  Court,  Water  Lane  S 

Wilmslow,  Cheshire.  SK9  5AZ  ~ 
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SENSITIVE  TEETH 


Explaining  the  causes 
of  sensitivity  in  teeth 

by  Mr  William  Collins  BDS  MSc  FDS,  chief  dental  officer,  Northern  Ireland 


A        ny  layman  who 

/%         h.ls  suffered  tic  Mil 

/  %     an  open  carious 
g~ cavity  in  a  tooth 
J       Ji  .  knows  that 
ienrine  is  naturally  only  too 
ensitive.  If  it  were  not  so, 
here  would  be  no  need  for 
ocal  anaesthesia  when  having 
tooth  drilled  and  dentistry 
vould  not  be  so  feared  by  so 


tooth").  Very  few  adults  do 
not  have  a  degree  of  dentine 
exposed  in  some  area  of  their 
mouths.  So  a  further  paradox 
exists.  If  virtually  all  adults 
have  some  exposed  dentine 
present  in  their  mouths,  and 
dentine  is  a  naturally  sensitive 
tissue,  why  do  they  not  all 
suffer  dentine  sensitivity? 
Some  indication  of  an  answer 


Enamel 


Dentine 

Gum  (Gingiva) 
Cementum 

Pulp 
Bone 

Periodontal 
Ligament 


igure  1:  Section  through  a  lower  incisor  tooth  and  surrounding  tissue 

nany!  The  layman's 
fxpression  that  the  dentist  has 
touched  the  nerve"  when 
irilling  relates,  in  fact,  to  the 
Irill  passing  through  the 
namel  into  dentine  and  not 
nto  the  pulp,  where  the 
lerves  lie. 

It  is  all  the  more  surprising, 
herefore,  that  relatively  little 
las  been  established  about 
he  mechanism  involved  in 
uch  an  important  aspect  of 
lentistry. 

ingival  recession 

\n  interesting  paradox  exists 
n  relation  to  gingival 
ecession.  Its  main  causes  are: 

inadequate  toothbrushing, 
sading  to  the  accumulation  of 
'laque  at  the  gingival  margin, 
yhich  in  turn  causes 
gingivitis  and,  eventually 
;ingival  recession,  and 
.  excessive  toothbrushing, 
faumatising  the  gingiva  and 
jesulting  in  gingivitis,  with 
he  same  eventual  result. 

Gingival  recession  is  an 
pctremely  common  condition, 
yhich  obviously  tends  to 
ncrease  with  age  (hence  the 


teeth,  the  surfaces  which  are 
more  readily  accessible  to 
heavier  brushing. 
Furthermore,  not  all  teeth  are 
equally  affected.  Figure  3 
(overleaf)  shows  that  dentine 
sensitivity  is  far  more 
common  on  the  "corner" 
teeth  of  the  dentition  (that  is 
the  canines  and  premolars) 
than  other  teeth,  again 
reflecting  the  greater 
accessibility  of  these  teeth  to 
harsher  brushing.  The 
condition  is  quite  rare  on  the 
posterior  (molar)  teeth. 

Dentine  histology 

Dentine  is  a  hard  mineralised 
tissue,  similar  to  the  ivory  of 
elephant  tusks.  It  is 
considerably  harder  than 
bone,  70  per  cent  of  its 
composition  being  calcium 
salts.  There  are  no  living  cells 
within  its  substance,  but  its 
inner  (pulpal)  surface  is  lined 
by  odontoblasts,  the  cells 
which  originally  formed 
dentine. 

On  microscopic 
examination,  dentine  is  seen 
to  contain  millions  of  tiny 
tubules  which  run  from  the 
pulp  outwards  towards  the 
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sensitivity  was  first  examined, 
it  was  believed  that  the 
odontoblastic  process  might 
act  like  a  nerve  fibre  in 
transmitting  pain.  More 
recent  work,  however,  has 
disproved  this  theory  and  the 
odontoblastic  processes  have 
been  shown  to  be  incapable  of 
transmitting  impulses. 

At  the  pulpal  surface  of  the 
dentine  many  nerve  endings 
are  found,  many  of  them 
closely  associated  with  the 
odontoblasts.  A  few  of  the 
nerve  endings  are  observed  to 
enter  the  dentinal  tubules,  but 
they  only  penetrate  a  short 
distance.  However,  the 
dentine  layer  is,  on  average, 
2mm  thick,  an  ample  depth  to 
prevent  direct  stimulation  of 
nerve  endings  by  normal 
stimuli  applied  to  the  surface. 

The  hydrodynamic 
theory 

When  dentine  is  exposed  to 
the  oral  cavity,  tissue  fluid 
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Figure  2:  A.  Crown  and  neck  of  a  lower  incisor  tooth.  B.  Normal  healthy  appearance.  Gingival  margin  overlapping 
the  edge  of  the  enamel.  C.  Gingival  recession  with  a  margin  between  the  gingival  margin  and  the  enamel 


may  be  found  later  by  looking 
at  the  histology  of  dentine. 

Despite  women  being 
credited  with  a  higher  pain 
threshold  than  men,  25  per 
cent  more  women  complain 
of  sensitive  dentine  than  men. 
Perhaps  this  might  reflect 
more  enthusiastic  attention  to 
brushing  amongst  women. 

Dentine  sensitivity  occurs 
almost  exclusively  on  the 
labial  or  buccal  surfaces  of 
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enamel  or  cementum.  At  its 
inner  end,  each  tubule  has  a 
single  odontoblast  and  a  long 
thin  projection  of  the 
odontoblast  runs  through  the 
tubule  (See  figure  4).  This  is 
termed  the  odontoblastic 
process  and,  whereas  some  of 
these  processes  run  the  whole 
way  to  the  enamel/ 
cementum,  the  majority  only 
reach  two  thirds  of  that 
distance.  When  dentine 


oozes  at  a  slow  steady  rate 
from  the  pulp  out  into  the 
oral  cavity.  It  has  been 
suggested  that  this  is  a 
protective  measure  since  the 
tubules  are  wider  than  the 
diameter  of  most  oral  bacteria 
which  might  otherwise, 
therefore,  gain  access  to  the 
pulp  via  the  tubules. 

The  hydrodynamic  theory 

Continued  on  p5 
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Continued  from  p3 

suggests  that,  should  the  rate 
of  flow  of  the  tissue  fluid  be 
increased  suddenly,  the 
odontoblast  would  be  sucked 
against  the  inner  opening  of 
the  tubule,  like  a  plug  in  a 
sink.  This  in  turn  might  cause 
pressure  and  stimulation  of 
the  nerve  endings  in  this  area. 
The  application  of  cold  items, 
sweet  solutions  or  solid 
objects  such  as  a  dental  probe, 
to  the  outer  dentine  surface 
have  all  been  shown  to  cause 
a  sudden  increase  in  the  rate 
of  flow  of  the  fluid.  Cold 
items  will  contract  the  fluid, 
sweet  solutions  have  an 
osmotic  effect  and  solid 
objects  exert  a  capillary 
attraction;  all  have  the  effect 
of  sucking  more  fluid  from 
the  tubules.  This  would 
explain  why  all  three  types  of 
stimuli  cause  the  instant, 
sharp  pain. 

Heat,  on  the  other  hand, 
has  been  shown  to  cause  an 
initial  stasis  of  the  fluid  flow 
followed  by  a  reversal  of  the 
direction  of  flow.  In  the 
opinion  of  many  authorities, 
the  clinical  observation  that 
heat  applied  to  dentine  causes 


a  duller,  more  slowly 
developing  pain  than  the 
other  types  of  stimuli, 
confirms  the  hydrodynamic 
mechanisms  as  the  means  by 
which  stimuli  applied  to  the 
dentine  are  conveyed  to  the 
pulpal  nerves. 

Why  is  exposed 
dentine  not  always 
sensitive? 

If  the  hydrodynamic  theory  is 
accepted,  pain  would  be 
prevented  if  the  dentinal 
tubules  were  blocked  for  any 
reason.  This  would  prevent 
any  fluid  movement  in  the 
tubules.  On  the  outer  aspect 
the  tubules  could  be  blocked 
by  remnants  of  cementum, 
food  debris  or  by  tartar 
accumulating  on  the  root 
surface.  (Some  patients 
complain  of  transient  dentine 
sensitivity  following  scaling 
of  the  teeth  by  a  dental 
hygienist  or  dentist.)  It  has 
been  shown  by  electron 
microscopy  that  in  areas  of 
sensitive  dentine  there  are 
always  at  least  some  of  the 
tubules  with  patent  openings 
at  the  outer  surface. 
Obviously  this  has  important 


significance  in  relation  to  the 
treatment  of  the  condition. 

However,  the  tubules  can 
also  be  "blocked"  at  their 
inner  (pulpal)  end. 
Throughout  the  life  of  a  tooth, 
odontoblasts  retain  the  ability 
to  lay  down  further  dentine 
(secondary  dentine).  Such 
dentine  is  deposited  at  a  very 
slow  rate  throughout  life  and 
is  thought  to  be  the  reason 
that  dentine  sensitivity  is 
more  common  amongst 
young  adults  than  the  elderly, 
who  have  less  sensitive  teeth 
despite  gingival  recession 
increasing  with  age. 

If  dentine  becomes  exposed 
to  the  oral  cavity  (either  by 
gingival  recession  or  due  to 


Sensitive  teeth  are  a 
major  cause  of  mouth 
discomfort.  Sensitivity 
interferes  with  our 
enjoyment  of  many 
cold,  sweet  and  sour  foods, 
often  to  the  point  of  our 
having  to  be  very  careful 
about  what  we  eat  if  we  want 
to  avoid  pain. 

It  is  important  to  realise  that 
such  sensitivity  may  be  the 
first  sign  of  tooth  decay,  or 
even  of  tooth  fracture  or  a 
defective  filling,  and  dental 
advice  should  he  sought  in  the 
first  instance. 

The  clue  to  the  condition 
lies  in  its  technical  name, 
cervical  dentinal  sensitivity  or 
hypersensitivity. 

The  principal  solid  tooth 
tissue  is  dentine,  or  ivory.  The 
dentine  forms  a  tissue 
complex  with  the  central  core 
of  tooth  blood  vessels  and 
nerves,  the  dental  pulp.  Fine 
tubules  extending  from  the 
pulp  through  the  dentine  to  its 
outer  surface,  contain  cell 
processes  and  fluid. 

Tiny  changes  in  the 
hydrodynamic  and  ion 
characteristics  of  this  complex 
structure  result  in  stimulation 
of  the  pulp  nerve  endings 
which  are  mainly,  if  not  all, 
pain  nerve  endings.  Normally 
these  serve  as  an  excellent 
warning  system,  but  if  the 
outer  dentine  is  not 
sufficiently  protected,  then  the 
patient  will  often  experience 
dentinal  sensitivity. 

Many  factors  can  cause  this 
exposure.  The  crown  dentine 
is  usually  covered  by  enamel, 
and  the  root  dentine  by 
cementum,  a  bone-like  tissue. 
These  are  insensitive.  Often 


caries)  the  secondary  dentine 
is  laid  down  much  more 
rapidly,  presumably  as  a 
defensive  mechanism.  This 
dentine  is  much  more 
irregular  in  structure  than  the 
original  dentine  with  far 
fewer  tubules.  The  reduced 
number  of  patent  tubules 
tends  to  reduce  sensitivity. 

If  the  hydrodynamic  theory 
is  accepted,  then  the  logical 
means  of  controlling  dentine 
sensitivity  are  either: 

a.  block  the  dentinal  tubules, 
or 

b.  prevent  the  transmission  of 
pain  by  the  nerves  associated 
with  the  odontoblasts. 

This  is  discussed  in  the  next 
section. 


there  is  an  anatomical  gap 
between  the  two.  Excessive 
toothbrush  abrasion  of  the 
overlying  cementum  (the 
harded  enamel  resists  wear) 
may  lay  bare  the  dentine. 

Particularly  important  is  the 
extension  of  the  fine  tubules 
all  the  way  through  the 
dentine  with  their  openings  on 
the  outer  dentine  surface. 
These  may  be  exposed  due  to 
the  absence  of  covering 
enamel  and  cementum,  to  the 
removal  of  cementum  and 
also  dentine  by  abrasion,  or  by 
acids,  for  example,  from  foods 
or  from  stomacn  regurgitation. 

Such  factors  also  work 
against  the  saliva,  which 
normally  replenishes  mineral 
lost  from  the  tooth  surface, 
since  saliva  is  super-saturated 
with  hydroxyapatite,  the 
principal  calcium  phosphate 
component  of  enamel, 
cementum  and  dentine. 

Treatments  are  many,  and  it 
must  be  said  that  to  date  none 
have  proved  to  be  universally 
effective. 

Most  treatments  are 
chemical  in  type,  with  an 
increasing  tendency  to  utilise  a 
number  of  physical  and 
physico-chemical  techniques 
to  treat,  or  at  least  to  aid  in 
uptake  and /or  retention  of 
desensitising  agents. 

Discomfort  from  cervical 
dentinal  sensitivity  (CDS)  or 
dental  hyper-sensitivity  is  a 
common  finding  within  the 
adult  population.  Recent 
surveys  nave  indicated  that 
one  in  four  adults  suffer  from 
this  condition.  Females  appear 
to  suffer  more  than  males, 
probably  due  to  their  overall 

Continued  on  />0 


Figure  4:  Portion  of  dentine,  illustrating  the  odontoblasts  lining  the  pulpal 
surface  of  the  dentine  with  the  odontoblast  processes  passing  into  the 
dentinal  tubule.  Arrow  indicates  direction  of  flow  of  tissue  fluid  when  the 
outer  surface  of  the  dentine  is  exposed  to  the  oral  cavity 
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Figure  3:  Frequency  with  which  sensitivity  was  recorded  in  each  tooth  of 
the  permanent  set  (expressed  as  a  percentage) 


Treating  sensitivity 

by  David  Gillam  and  Professor  Hubert  Newman, 
Department  of  Periodontology,  Institute  of 
Dental  Surgery,  Eastman  Dental  Hospital, 
London 
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PRODUCT  APPROVAL 


Accreditation  schemes  for 
toothpaste 


Continued  from  p5 
health  care  and  better  oral 
hygiene  awareness.  Sensitivity 
appears  to  peak  in  incidence 
at  the  end  of  the  third  decade 
and  the  start  of  the  fourth. 

The  pain  of  cervical  dentinal 
sensitivity  is  rapid  in  onset, 
sharp  in  character  and  of  short 
duration  although,  the  pain  on 
occasions  may  persist  as  a  dull 
or  vague  sensation  in  the 
affected  tooth  —  commonly 
the  eye  (canine)  and  premolar 
teeth.  The  surface  mostly 
affected  is  the  one  facing  the 
cheeks.  Excessive  brushing  is  a 
probable  cause  of  exposing  the 
underlying  dentine  surface. 

Extremes  of  temperature 
appear  to  trigger  sensitivity, 
cold  being  the  more  common 
complaint  according  to  those 
suffering  from  this  condition. 

Management  of  patients 
suffering  from  CDS  should  be 
based  on  a  correct  diagnosis  of 
the  condition  by  the  dentist 
who  should  be  able  to  provide 
advice  on  correct  brushing 
procedures  so  as  to  minimise 
further  damage  to  the  exposed 
root  surface  of  the  tooth. 

One  cannot  underestimate 
the  importance  of  counselling 
about  intake  (especially 
frequency)  of  acidic  fruits  and 
beverages  in  relation  to  when 
the  teeth  are  brushed. 

Further  management  should 
be  based  on  the  severity  of  the 
condition.  For  example,  for 
isolated  problems,  therapy  is 
largely  professionally 
delivered  and  should  be 
directed  towards  varnishes, 
adhesives,  filling  materials  and 
cervical  restorations. 

For  general  sensitivity 
affecting  several  teeth,  the  use 
of  over-the-counter  dentifrices 
may  be  advised.  These  contain 
an  active  ingredient  which 
claims  to  reduce  cervical 
dentinal  sensitivity  by  either 
occluding  (blocking)  the  open 
tubules  at  the  root  surface  or 
by  blocking  nerve  activity. 

These  therapeutic 
topically-applied  agents  may 
be  broadly  classified  into  the 
following  groups  based  on 
their  supposed  mode  of 
action: 

1)  Anti-inflammatory  drugs 
such  as  steroids  (prednisolone) 

2)  Protein  precipitants  such  as 
formalin,  strontium  chloride 

3)  Tubule  occluding  agents 
including  fluoride,  potassium 
nitrate/chloride,  potassium 
oxalate,  ferric  oxalate  and 
strontium  chloride  or  acetate. 

4)  Tubule  sealants:  resins  or 
varnishes. 

5)  Miscellaneous:  laser, 
hypnosis,  restorative 
materials,  glass  ionomer 
cements. 

Of  the  several  mechanisms 
of  desensitisation  proposed  for 
desensitising  dentifrices,  the 
most  widely  accepted  modes 
of  action  are  tubule  occlusion 


and  alteration  of  sensory 
nerve  activity  through 
potassium  ion  concentration. 

Dentifrices  containing 
formalin  have  in  the  past  been 
shown  not  to  be  effective  in 
reducing  sensitivity  and  such 
dentifrices  do  not  appear  to  be 
available  now. 

Strontium  chloride  (in 
dentifrice  form),  which 
appears  to  have  a  dual  action 
of  protein  precipitation 
and /or  tubule  occlusion,  has 
been  claimed  to  be  effective  in 
reducing  sensitivity,  although 
this  effect  may  not  last. 

The  use  of  fluoride  pastes 
and  mouth  rinses  has  also 
been  advocated  but,  despite 
their  widespread  use  in  most 
western  countries,  there  does 
not  appear  to  be  a  drastic 
reduction  in  sensitivity. 
Fluoride's  use  as  an  effective 
anticaries  agent  should, 
however,  be  encouraged. 

Other  dentifrices  containing 
potassium  nitrate,  citrate  or 
chloride,  act  not  through 
blockage  of  the  open  dentinal 
tubule  at  the  root  surface,  but 
by  altering  the  activity  of  the 
sensory  nerve  within  the 
dentine  itself.  Various 
laboratory  studies  have, 
however,  failed  to  substantiate 
the  claims  of  these 
desensitising  agents,  for 
example,  potassium  nitrate 
and  strontium  chloride,  other 
mechanisms  of  action  may, 
therefore  be  responsible  for 
their  reported  clinical  success. 

Recent  laboratory  studies 
have  highlighted  a  number  of 
potential  agents,  such  as  the 
oxalates,  although  their  claims, 
too,  need  to  be  substantiated 
in  clinical  trials  against 
existing  recognised  agents. 

Alternative  forms  of 
treatment,  such  as  hypnosis, 
have  been  proposed.  Laser 
technology  has  been  reported 
to  relieve  CDS  through 
creating  an  altered  surface 
layer  on  the  root  physically 
occluding  the  tubule,  although 
further  research  is  needed 
before  this  technique  can  be 
recognised  as  an  acceptable 
treatment  and  the  risks  of 
tooth  damage  by  incorrect  use 
are  considerable. 

In  cases  where  persistent, 
long  term  sensitivity  has  been 
a  problem,  restorative 
materials  such  as  glass 
ionomer  cements,  resins  and 
adhesives  have  been  reported 
to  reduce  sensitivity,  although 
once  the  seal  between  material 
and  root  surface  breaks  down 
sensitivity  may  return. 

To  date  no  single 
desensitising  agent  or 
therapeutic  technique,  despite 
claims  to  the  contrary,  appears 
to  provide  a  satisfactory 
long-term  solution  to  this 
persistent  clinical  problem, 
which  is  currently  the  subject 
of  much  research  interest. 


The  toothpaste  packet 
without  an 
accreditation  logo  is 
rapidly  becoming 
the  exception. 
However  the  existence  of  two 
separate  schemes  —  British 
Dental  Association 
accreditation  and  British 
Dental  Health  Foundation 
accreditation  —  creates 
confusion  for  pharmacists  and 
consumers. 

The  BDA  scheme,  launched 
in  1990,  with  the  first  products 
accredited  in  September  1991, 
was  the  first  such  scheme  and 
appears  to  be  the  more 
popular  of  the  two  with 
manufacturers.  Products  and 
their  claims  are  evaluated  by  a 
panel  of  experts  appointed  by 
the  BDA,  which  represents 
26,000  dentists. 

Accreditation  can  take  a 
number  of  months  and  it  is 
normally  granted  for  a  period 
of  three  years,  and  can  be 
renewed  if  the  product 
continues  to  meet  the  BDA 
requirements.  A  fee  of  £20,000 
covers  the  cost  of  assessing  a 
full  brand.  Products  awarded 
BDA  accreditation  are  entitled 
to  use  the  BDA  logo. 

Quality  marks 

All  the  Macleans  toothpastes 
have  had  BDA  approval  since 
August  1991.  David  Bradley, 
oral  care  marketing  manager 
says  Smithkline  Beecham 
decided  to  submit  their 
products  for  BDA  approval 
because  "it  was  the  first 
scheme  and  seemed  to  be  the 
more  rigorous  scheme. 

Stafford  Miller  favour 
accreditation  schemes  that 
"will  help  the  industry  as  a 
whole",  and  say  they 
submitted  Sensodyne  F  for 
BDA  accreditation  because  it 
was  the  first  scheme  in 
operation  and  was  being  run 
by  a  well-respected  and 
representative  body. 

Michael  Bealing,  chemist 
development  manager  at 
Colgate,  was  less  enthusiastic 
about  the  schemes  which  are 
"potentially  confusing"  and 
"only  validate  the  claims 
made  by  manufacturers." 

Although  Colgate  had 
received  BDA  approval  for 
Colgate  Gum  Protection 
Formula  in  1991,  the  logo  is 
only  beginning  to  appear  on 
packs  in  response  to  the 
actions  of  other  companies. 

Crest  Tartar  Control,  Crest 
Decay  Prevention  and  Crest 
Ultra  Protection  also  have 
BDA  accreditation. 

The  British  Dental  Health 
Foundation,  a  registered 


BDA  ACCREDITED 


charity,  aims  to  promote  the 
benefits  of  achieving  and 
maintaining  the  highest 
standards  of  dental  care  to  the  I 
public.  Their  accreditation 
scheme  was  set  up  in  October 
1991  and  is  intended  to  cover 
consumer  products  in  the 
field  of  dental  health  care. 

Products  with  supporting 
data  are  submitted  fourteen 
working  days  before  the 
sitting  of  the  BDHF 
accreditation  panel  and  the 
verdict  is  given  on  the  day. 
Submitting  a  product  for 
approval  costs  £3,500,  and  if 
the  application  is  successful 
the  annual  retention  fee  is 
£5,000  per  product. 

Market  use 

The  BDHF  accreditation  logo 
can  be  used  on  product 
packaging,  advertising  and 
promotional  material  with  an 
accreditation  statement. 

Mentadent  P,  SR  and  Signal 
toothpaste  all  have  BDHF 
accreditation.  According  to 
Rod  Connors,  dental  product 
manager  for  Elida  Gibbs,  the 
quality  of  both  accreditation 
schemes  is  exactly  the  same. 

Other  products  that  have 
BDHF  accreditation  are  the 
range  of  toothpastes  from 
Boots,  Asda,  Sainsburys, 
Gateway,  Safeway  and  Tesco, 
and  Lloyds  Dentalcare 
Sensitive  Toothpaste. 

Unfortunately,  accreditation 
schemes,  introduced  in  an 
attempt  to  differentiate 
between  toothpastes,  may 
have  added  to  the  confusion. 
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Any  mum  who  hasn't  heard  how  good  Anbesol*  is  at 
relieving  teething  pains,  will  very  soon.  Because  a  brand 
new  advertising  campaign  is  running  in  all  the  leading  mother 
and  baby  magazines  —  with  up  to  V2  million  mums  seeing  it. 

So  keep  on  recommending  Anbesol.  It's  the 
best-selling  liquid  teething  pain  reliever  and  it's  sugar-free. 
What's  more  it's  only  available  from  pharmacies. 


Lr\AJ  v 

CD) 

mam  mmm^m^  *mm^m$u&. 

*  Trade  Marie 


Are  you  equipped 
with  Macleans 
for  the  battlel 


£1.5 


!cle«%7f'ON 


acfeans 


too 


The  unrelenting  fight  against  plaque  by 
Macleans  /s  supported  by  a  massive  national  TV 
campaign. 

The  Macleans  'Soldiers'  commercial  proved  a  great 
success  in  1991  and  reinforces  the  message  that  Macleans 
thpaste  fights  plaque  to  protect  against  tooth  decay  and  gum  disease. 


6DA  ACCREDITED 


Bullish  DENTAL  ASSUUAlTON 


With  a  massive  £15m  spend,  Macleans  is  the  sure-fire  winner  in  the 
battle  for  extra  sales! 

Are  you  supporting  the  winner! 


An  Authority  in   Oral  Hygiene 


macleans 


Although  volume 
sales  only 
increased  by  1 
per  cent  during 
the  past  year, 
alue  shares  in  the  market 
increased  by  8.6  per  cent  to 
£194  million  (Nielsen), 
reflecting  a  trend  towards 
premium  priced  products. 

Pump  up  the  volume 

Pump  dispensers  of 
toothpaste  have  continued  to 
?row  in  popularity  and  now 
account  for  approximately  17 
:>er  cent  of  the  market. 
Jnfortunately  independent 
pharmacies  have  been  slow  to 
recognise  the  advantages  of 
pumps  and  are  losing  out  to 
grocers  in  this  area. 
Consumers  have  recognised 
that  the  higher  price  is 
ustified  by  the  greater 
onvenience  of  the  products. 

Family  favourites 

olgate-Palmolive  are  the 
leaders  in  the  toothpaste 
market  with  five  pastes. 

Colgate  say  their  Great 
Regular  Flavour  is  the  single 
nest-selling  toothpaste  brand 
in  the  world.  Over  30  million 
aibes  sold  in  the  UK  last  year. 

Colgate  recently  added 
'With  Calcium"  to  the 
packaging  of  their  GRF. 
vlichael  Bealing  says: 
'Calcium  is  a  strongly 
perceived  benefit,  linked  in 
oeoples  minds  to  healthy 
eetn.  Colgate  GRF  always 
rontained  calcium."  Colgate 
oothpaste  is  being  advertised 
nationwide  on  milk  cartons 
hroughout  the  Summer  ps 
?art  of  a  £4  million 
idvertising  campaign, 
mphasising  the  benefits  of 
alcium. 

Colgate  describe  their 
Tartar  Control  and  Gum 
Protection  Formula  as  leading 
■dge  products.  Colgate  are 
esizing  the  packs  of  these 
products  from  125ml  to  100m! 
o  make  them  more  attractive 
o  people  who  use  them. 
Typical  purchasers  of  these 
products  tend  to  be  single  or 
I'oung  adults  with  a  small 
lumber,  or  no  children.  The 
)dvantage  to  pharmacies  is  a 
ligher  price  per  ml  and  more 
requent  purchases. 

David  Bradley  says  the 
itrategy  on  Macleans  is  all 
■ound  protection.  Macleans 
inri-plaque  formula  with 
luoride,  in  freshmint  or 
nildmint  flavours,  is  another 
:amiliar  family  brand. 

Aquafresh  toothpaste, 
mother  popular  family  brand, 
s  being  advertised  nationally 
)n  television.  The  animated 
'Not  just  a  pretty  face"  TV 
tommercial  features  the 
Aquafresh  family  brushing 
th  Aquafresh  toothpaste 


MARKET  ANALYSIS 


Trends  in  the 
toothpaste 
trade 

Toothpaste  is  by  far  the  largest  market  in  oral 
hygiene.  It  is  a  saturated  market,  as  95  per  cent 
of  the  population  regularly  use  a  paste.  It  is  now 
regarded  as  a  standard  item  in  the  shopping 
basket  and  as  a  result  grocers  have  increased 
their  share  of  the  market  at  the  expense  of  the 
independent  pharmacy.  Is  there  a  future  for 
toothpaste  in  the  independent  pharmacy? 


and  a  Rex  toothbrush. 

"Good  brushing  technique, 
removes  the  need  for  a  tartar 
control  paste.  The  causes  of 
gum  disease,  plaque  and 
bacteria,  are  identical  to  the 
causes  of  caries  and  a  good 
anti-plaque  paste  should  get 
rid  of  these,"  says  Mr 
Bradley. 

Therapeutic  trend 

Rod  Connors,  dental  product 
manager  for  Elida  Gibbs, 
predicts  a  decline  in  the 
popularity  of  the  family 
anti-plaque  brands  and  sees 
the  therapeutic  sector  as  the 
"real  growth  area  of  the 
future".  He  says:  "People  are 
beginning  to  understand  that 
they  can  control  the  destiny  of 
their  teeth  by  using  specific 


pastes  for  specific  problems." 

It  is  estimated  that  95  per 
cent  of  the  population  suffer 
some  form  of  gum  disease.  It 
is  such  a  common  problem 
that  most  people  don't  realise 
it  is  preventable.  Mentadent  P 
gum  health  formula  was 
developed  to  meet  the  needs 
of  these  consumers. 

An  expert  panel  of  dental 
health  experts,  recruited  by 
the  Consumer  Association 
examined  the  claims  made  by 
manufacturers  for  their 
toothpastes.  Results  of  the 
clinical  trials  were  published 
in  the  July  issue  of  Which? 
Mentadent  P  and  Colgate 
Gum  Protection  Formula 
were  the  two  toothpastes 
whose  claims  to  help  prevent 
gum  disease  were  accepted. 


The  Crest  Decay 
Prevention,  Gum  Health, 
Tartar  Control  and  Ultra 
Protection  Formula,  from 
Procter  &  Gamble  are  also 
aimed  at  this  growing  sector. 

A  sensitive  subject 

Sensitive  toothpastes  are 
growing  at  a  faster  rate  than 
the  total  toothpaste  market 
and  form  the  largest  group  of 
therapeutic  toothpastes. 
Sensitive  toothpastes  are 
estimated  to  be  worth  £25 
million  annually.  Although 
overall  sales  of  toothpastes 
have  shifted  to  groceries,  the 
sensitivity  sector  continues  to 
be  a  pharmacy  stronghold. 

Stafford  Miller  and 
Smithkline  Beecham  estimate 
that  one  in  three  adults  suffer 


SENSODYNE 
SENSODYNE 

SENSODYNE  17 

toothpaste! 
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Sensodyne,  the  brand  leaders  in  the 
sensitive  sector 

from  sensitive  teeth;  Elida 
Gibbs  say  the  figure  is  nearer 
one  in  five.  However  only  50 
per  cent  of  sufferers  use  a 
sensitive  paste. 

Sensodyne  dominates  the 
sensitive  market  with  a  77  per 
cent  share.  Sensodyne  was 
launched  in  the  UK  about  30 
years  ago;  the  mint  flavour 
was  launched  in  1982.  The 
active  ingredient  of  both  these 
variants  is  strontium  chloride. 
Sensodyne  F,  launched  in 
1986  contains  the  active 
ingredient  potassium  chloride 
with  a  clinically  effective  level 
of  fluoride. 

"No  other  brand  can  claim 
the  same  level  of  dental 
recommendation,"  says  Scott 
Jefferson,  product  manager 
for  Sensodyne.  "Sensodyne  is 
recommended  by  94  per  cent 
of  dentists,  and  61  per  cent  of 
people  using  Sensodyne  for 
the  first  time  do  so  on  their 
dentists  recommendation." 

The  Medicines  Control 
Agency  regard  the  relief  of 
sensitive  teeth  as  a  medicinal 
claim  and  products,  such  as 
sensitive  toothpastes,  that 
make  medicinal  claims  on 
packs  or  advertising  are 
required  to  hold  a  product 

Continued  on  plO 
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licence.  "It  is  in  the  interests 
of  Stafford-Miller  to  have  a 
product  licence  as  it  proves 
the  degree  of  efficacy  claimed 
for  Sensodyne.  Any 
manufacturer  would  want  it," 
says  Mr  Jefferson 

Sensodyne's  TV  commercial 
has  appeared  for  seven 
months  of  the  year,  every 
year  since  1982. 

Stafford  Miller  regard 
advertorials  targeted  at 
womens  magazines  as  an 
effective  means  of 
communicating  more 
information  than  a  30-second 
advertisement. 

According  to  David 
Bradley:  "Strontium  acetate  in 
Macleans  Sensitive  makes  it 
the  most  efficacious  paste  on 
the  market,  and  it  holds  a 
product  licence." 

Macleans  Sensitive 
television  campaign  computer 
graphics  that  demonstrate  the 
action  of  Macleans  Sensitive 
will  be  appearing  on  screen 
again  during  the  Summer. 

Recognising  the  sales  bias 
of  sensitive  toothpaste 
towards  pharmacies, 
Macleans  Sensitive  is 
available  in  six-packs.  This 
allows  the  smaller  stockist  to 
meet  consumer  demand 
without  a  large  investment  or 
the  loss  of  storage  space. 

Mr  Bradley  says  Macleans 
Sensitive  has  achieved  its 
share  of  the  market  by 
growing  the  sector  and  not  at 
the  expense  of  Sensodyne. 

Mentadent  S,  launched  on 
the  UK  market  in  January  this 
year,  contains  potassium 
citrate  which,  Elida  Gibbs  say, 
has  been  clinically  proven  to 
help  relieve  the  pain  of 
sensitive  teeth. 

Elida  Gibbs  say  their  aim  is 
to  grow  the  sensitive  market 
and  offer  another  option  to 
consumers  in  a  market  with 
little  choice  at  the  moment. 

Although  Mentadent  S  did 
not  have  a  product  licence  it 
was  launched  with  material 
advertising  relief  of  the  pain 
of  sensitive  teeth.  In  a 
statement  to  C&D  Mr  Rod 
Connors,  dental  product 
manager  says:  "An  agreement 
has  been  reached  with  the 
Department  of  Health. 
Advertising  in  the  consumer 
Press  will  begin  shortly." 

C&D  learned  from  the 
Medicines  Control  Agency 
that  Elida  Gibbs  have  decided 
to  drop  their  medicinal  claims 
and  that  if  they  wish  to 
restore  them  to  advertising  or 
packaging  in  the  future  they 
can  apply  for  a  product 
licence. 

The  Consumers  Association 
also  examined  the  sensitive 
toothpaste  area  in  their 
Which? report.  The  sensitive 
toothpastes  whose  claims 
were  accepted  by  the  panel  of 

Id 


dental  experts  are:  Macleans 
Sensitive,  Mentadent  S, 
Sensodyne,  Sensodyne  F  and 
most  of  the  supermarket  own 
brands.  One  point  raised  in 
the  report  was  that  many 
expensive  sensitive 
toothpastes  do  not  contain 
fluoride,  so  will  not  offer 
protection  from  decay. 

Economy  drive 

Economy  toothpastes  account 
for  about  18  per  cent  of  the 
market.  Own  label  brands 
figure  strongly  in  this 
category. 

Pharmacies  are  often 
perceived  as  expensive  places 
to  shop.  Stocking  such 
toothpastes  allows  the 


plus  calcium 
glycerophosphate  to 
strengthen  young  teeth  and 
has  a  low  abrasivity  to 
prevent  damage  to  young 
teeth.  It  contains  no  artificial 
colouring  or  sugar. 

Macleans  Milk  Teeth  is 
available  in  units  of  12  for  the 
benefit  of  the  independent 
pharmacy.  Macleans,  aware  of 
the  growing  popularity  of 
pump  dispensers,  have 
packaged  Milk  Teeth  in  a 
100ml  pump  and  a  50ml  tube. 

Every  Bounty  Baby  Pack, 
distributed  to  approximately 
750,000  new  mothers  contains 
a  tube,  advertisements 
regularly  appear  in  targeted 
parent  magazines. 


Macleans  range  of  products  now  includes  a  sensitive  toothpaste  and  it 
holds  a  UK  product  licence 


independent  pharmacy  to 
compete  with  the  multiples 
own  label  products. 

Ultrabrite  is  a  cheaper 
toothpaste  providing 
adequate  fluoride  protection. 
It  was  strongest  in  the 
mid-80s  ancf  then  declined  in 
popularity.  Sales  have 
recently  increased,  probably 
due  to  the  economic  climate. 

Ultrabrite  has  been 
relaunched  with  new 
packaging  and  a  new 
formulation.  Purchasers  of 
Ultrabrite  tend  to  be  older 
people,  who  prefer  a  strong 
flavour  and  the  new 
formulation  has  a  stronger, 
fresher  taste.  Colgate  say  the 
new  packaging  makes  it  more 
noticeable  on  the  shelves. 

Other  branded  pastes  that 
fall  into  this  category  are 
Signal  and  SR. 

Kiddies  corner 

Although  children's  pastes  is 
a  small  sector  of  the  oral 
hygiene  market  it  is  important 
in  terms  of  developing  good 
habits. 

Children  require  a  less 
foamy  paste  as  they  cannot 
spit  as  well  as  adults.  Young 
teeth  are  also  softer  and 
require  a  less  abrasive  paste. 

Macleans  Milk  Teeth  is 
designed  specifically  for 
children.  It  contains  fluoride 


Colgate  0-6  Gel  is  less 
abrasive  and  foamy  than 
family  toothpastes.  Its 
star-shaped  nozzle  and 
"Toothy"  character  will 
encourage  children  to  brush 
their  teeth  from  an  early  age, 
say  Colgate. 

To  complement  their 
toothbrushes,  Wisdom 
produce  a  range  of  character 
pastes:  The  Care  Bears,  The 
Flintstones,  Thomas  the  Tank 
Engine  and,  the  latest 
addition,  Captain  Planet.  In 
keeping  with  his 


environmental  image  Captair  i 
Planet  toothpaste  is  packed  irjj 
a  tube  as  it  uses  less  plastic 
than  a  pump  dispenser. 

Oral-B  also  produce  their  I 
children's  toothpaste  in  a 
convenient  100ml  pump. 
Characters  appearing  on 
packs  such  as  Bugs  Bunny 
and  friends  and  Disney 
characters,  co-ordinate  with  | 
Oral-B  character  brushes. 

Smoking  section 

De  Witts  say  sales  of  smokersJ 
toothpastes  are  outgrowing  1 
family  toothpastes  by  a  ratio  1 
of  two  to  one.  This  year 
£500,000  will  be  spent 
supporting  Clinomyn 
Smokers  toothpaste. 

According  to  De  Witts  the 
basic  criteria  for  a  smokers 
toothpaste  is  that  it  should 
remove  and  prevent  staining,! 
have  low  abrasiveness,  have  < 
minty  flavour  and  provide 
value  for  money. 

De  Witts  support 
programme  for  Clinomyn  in 
1992  includes  a  national  TV 
campaign  in  July  and  August 
national  press  advertising  ancj 
the  introduction  of  a  new 
pack  design. 

Eucryl  produce  a  range  of  I 
toothcare  products  for 
smokers  to  remove  stains  ancfl 
help  reduce  plaque  and  tartar! 
Eucryl  toothpowder  was  first! 
introduced  in  1900  and  is  now 
available  in  Original  and 
Freshmint  flavours. 

Eucryl  Toothpaste  is  aimed] 
at  the  younger  user  and  is 
available  in  a  pump  pack. 
Alan  Main,  general  manager 
(marketing)  for  Eucryl,  says: 
"Pump  packs  have  been 
accepted  by  the  trade  and 
consumer  as  a  genuine 
innovation  attracting  a 
considerable  price  premium."! 

Topol  stain  removing 
toothpaste  is  said  to  be  highly 
effective  against  tea,  coffee, 
wine  and  other  stains  and 
now  carries  the  American 
Dental  Association 
Acceptance  Symbol. 


I 


Leading  edge  products  from  Colgate 
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MOUTHWASHES 


The  mouthwash  sector  is  the  most  dynamic  area  of  the  personal  care  market  showing  25  per  cent 
growth  in  the  last  year  (Nielsen).  Its  total  value  is  £48.75  million  in  an  oral  hygiene  market  worth 

about  £286m.  The  key  issues  in  this  sector  are  strong  growth  due  to  new  products  and  heavy 
promotion  campaigns,  differential  growth  by  segment,  one  of  the  highest  advertising  to  sales  ratios 
in  the  oral  hygiene  market  and  growing  consumer  awareness 


W   n  1986  the  market  was 
worth  approximately 

I £15. 5  million.  Following 
the  launch  of  Plax  in 
 u  1988  the  market  grew  to 

£31  million  in  1989,  £48 
million  in  1990  and  up  to  £56 
million  in  1991  (Datamonitor). 
Although  these  figures  are 
very  impressive,  such  growth 
has  only  produced  35  per  cent 

Eenetration  in  the  UK.  In  the 
fSA  mouthwash  penetration 
is  56  per  cent  and  still 
increasing  so  the  potential  is 
still  huge. 

Market  segments 

The  mouthwash  market  can 
be  segmented  into  dental 
health  (therapeutical 
pre-brush  and  post-brush), 
medicinal  and 

non-medicated /standard.  The 
non-medicated  mouthwash 
tends  to  be  used  for 
temporary  hygiene  problems 
and  for  a  general  cosmetic 
effect.  Medicated  products  are 
used  to  prevent  or  help  clear 
up  gum  disease. 

The  rapidly  changing  face 
of  the  mouthwash  market  is 
demonstrated  by  the  fact  that 
in  1988  dental  health  did  not 
even  form  a  segment  of  the 
mouthwash  market,  whereas 
in  1991  it  accounted  for  over 
half  the  market.  The  market 
was  traditionally  dominated 
by  Warner  Lambert, 
manufacturers  of  Listerine, 
Listermint  and  Oraldene, 
until  the  launch  of  Plax. 

Plax  attack 

Plax,  currently  the  number 
one  mouthwash  in  the 
market,  was  launched  in  1988 
as  the  first  mouthrinse  to  be 
formulated  to  control  plaque, 
and  rapidly  took  the  number 
one  position  while  growing 
the  market.  Plax  was  acquired 
by  Colgate  from  Pfizer  at  the 
end  of  1991  and  gave  Colgate 
immediate  entry  into  the 
mouthwash  market  in  new 
territories.  At  this  time  Plax 
was  the  brand  leader  in  12 
European  countries. 

Colgate  added  anti-plaque 
technology  and  anti-bacterial 
agents  to  Plax's  surfactants  to 
create  a  technically  superior 
product.  The  change  in 
formulation  is  imperceptible 
to  users  as  it  did  not  alter  the 
taste  or  colour  of  Plax.  David 
Hill,  category  manager  at 
Colgate  Palmolive,  says  many 
regular  users  of  Plax  are 
unaware  of  the  Colgate  logo, 
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Washing  your 
mouth  out 


now  appearing  on  Plax,  but  it 
reassures  those  consumers 
who  do  notice  it. 

Colgate  are  relaunching 
Plax  with  a  £4.5  million 
advertising  campaign,  three 
times  more  than  was  spent  on 
the  brand  in  1991  before  it 
was  acquired  by  Colgate. 
There  will  be  television 
advertising,  trial  sizes  and 
cross  promotions  with  other 
Colgate  products  to  attract 
new  consumers. 

Colgate  Actibrush, 
currently  holding  the  number 
three  position  (Nielsen), 
managed  to  achieve  market 
leadership  just  eight  weeks 
after  its  UK  launch  in  July 
1991.  Actibrush  increased  the 
value  of  the  mouthwash 
market  in  much  the  same  way 
as  Plax,  attracting  new  users 
to  mouthwashes. 

David  Hill  sees  huge 
potential  for  growth  in  the 


UK  mouthwash  market.  "On 
average,  people  are  using  one 
mouthful  of  mouthwash  per 
week.  Therefore  the  market 
can  be  driven  by  more  people 
using  mouthwashes  more 
frequently."  In  a  four-week 
period  the  proportion  of 
people  buying  a  toothpaste  is 
almost  one  in  two,  whereas 
the  figure  for  mouthwashes  is 
about  one  in  20.  However, 
this  degree  of  saturation  in 
the  paste  market  has  taken 
almost  200  years  to  achieve. 

Guard  your  mouth 

Macleans  Active  Mouthguard 
was  the  first  dental  health 
mouthwash  from  a  major 
toothbrush  manufacturer. 
According  to  David  Bradley, 
oral  care  marketing  manager 
for  Smithkline  Beecham, 
"dentists  are  vehemently 
opposed  to  pre-brush  rinses 
as  they  detract  from  correct 


Listerine  sells  well  in  independent 
pharmacies 

brushing,"  and  this  is  why  SB 
chose  to  develop  a  post-brush 
mouthwash.  Although  there  ] 
appears  to  be  "enormous 
consumer  awareness  of 
mouthwashes,  this  was  not 
reflected  in  the  in-house 
penetration  figures  of  30-40 
per  cent,"  and  he  saw  room 
for  considerable  growth. 

Macleans  Active 
Mouthguard  is  supported  by  I 
a  television  advertising 
campaign  "Cleans  the  foulest 
of  mouths",  featuring  the 
Cockney  comedian  Jim 
Davidson. 

At  the  moment  Active 
Mouthguard  features  an 
unusual  on-pack  offer.  The 
"Liquid  Assets"  promotion 
uses  a  specially  designed 
sticker  sealed  under  the  cap 
of  the  promotional  bottle  to 
hide  a  coded  letter.  When  the 
user  half-fills  the  dispensing 
cup  with  mouthwash  the 
letter  becomes  visible  and  the 
consumer  knows  instantly  if  a 1 
prize  has  been  won. 

Cool  breath 

Listerine  was  the  brand  leader! 
in  the  mouthwash  market 
before  the  launch  of  Plax. 
Although  it  is  the  number 
two  mouthwash,  a  greater 
proportion  of  its  sales  is  in 
independent  pharmacies.  The  1 
Listerine  brand  has  grown  by 
36  per  cent  in  the  past  year. 
Older  advertising 


Search:  post-brush  mouthwash 
with  UK  product  licence 
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Top  Five  Mouthwash 
Brands 

1.  Plax 

2.  Listerine 

3.  Acti-Brush 

4.  Listermint 

5.  Active  Mouthguard 

Source.  Nielsen  Total  Market  Summary 

campaigns  focused  on  the 
ability  of  Listerine  to  freshen 
breath  by  killing  the  germs 
that  cause  mouth  odour 
despite  the  fact  that  Listerine 
Original  and  Coolmint 
Listerine  are  clinically-proven 
to  reduce  the  build-up  of 
plaque.  A  £2.5  million  TV 
campaign,  featuring  Clifford 
the  Dragon  and  Cool  Eddie, 
will  recommence  in  the 
Autumn. 

Listermint,  number  four  in 
the  market  (Nielsen)  and 
Listermint  Fluoride  also  help 
to  reduce  the  build-up  of 
plaque  but  have  a  milder, 
mint  taste. 

Oraldene,  a  medical 
mouthwash  with  a  broad 
spectrum  antimicrobial  action 
is  recommended  for  mouth 
infections  such  as  gingivitis.  It 
takes  over  23  per  cent  of  the 
mouthwash  market  in 
independent  pharmacies. 

Mentadent  Gum  Health 
mouthwash  was  launched  in 
Autumn  1991  to  compliment 
the  Mentadent  P  oral  care 
regimen. 

Search  for  it 

Search  Dental  Rinse  from 
Stafford  Miller  is  a  post-brush 
mouthwash  with 
anti-bacterial  and  anti-plaque 
properties.  Unlike  most  other 
dental  health  mouthwashes 
Search  holds  a  UK  product 
licence  and  is  indicated  for 
treatment  of  the  symptoms  of 
sore  throat. 

The  presence  of  Johnson  & 
Johnson's  Reach  Anti-Plaque 
mouthwash,  currently 
accounting  for  about  5  per 
cent  of  the  mouthwash 
market  (by  volume)  in 
independent  pharmacies,  is 
being  strengthened  by  TV 
advertising.  Their  Junior 
Fluoride  rinse  will  also  be 
featured  in  the  TV  campaign. 

Amplex  has  been 
established  in  the  oral 
hygiene  market  for  25  years 
and  produces  a  range  of 
mouthwashes.  The  majority  of 
mouthwashes  on  the  market 
offer  anti-plaque,  antiseptic 
and  fluoride  benefits,  but 
Amplex  identified  a  growing 
demand  for  products  which 
help  protect,  not  just  teeth  but 
gums  too. 

Amplex  is  confident  that  its 
mouthwash  range  meets 
i  consumer  demands  for  new 
flavours  which  are  less 
medicinal  in  taste.  Amplex  is 


available  in  Original  Strong, 
Ice  Mint  and  Apple  Mint. 

Pharmacy  only 

Merocet,  from  Marion  Merrell 
Dow  is  a  pharmacy  only 
product  with  a  cinnamon  and 
peppermint  flavour.  "It  is 
more  of  an  oral  treatment  for 
minor  mouth  and  throat 
irritations  than  a  mouthwash. 
This  positioning  restricts  it  to 
pharmacies  where  the 
pharmacist  can  advise  a 
customer."  say  Marion 
Merrell  Dow. 

Earlier  this  year  Napp 
Consumer  Products  Division 
launched  a  Betasept 
Antiseptic  Gargle  and 
Mouthwash  as  part  of  its 
range  of  antiseptic  products. 

The  active  ingredient, 
povidone-iodine,  is  an 
antiseptic  used  in  hospitals 
worldwide.  The  mouthwash 
is  recommended  as  a 


From  launch,  Plax  raced  to  the 
number  one  position 

treatment  for  acute  mouth 
and  throat  infections. 

Following  reformulation, 
Eludril  Mouthwash  was 
recently  relaunched  by  Pierre 
Fabre  Health  Care  into  both 
the  specific  and  every-day 
dental  care  sectors.  The  new 
formulation  uses  both 
chlorhexidine  and  chlorbutol 
to  produce  an  antibacterial 
and  analgesic  effect. 

Eludril  Mouthwash  is  said 
to  effectively  inhibit  plaque 
formation,  treats  gingivitis 
and  can  also  be  used  in  the 
management  of  mouth  ulcers 
and  oral  candidal  infections 
such  as  denture  stomatitis 
and  oral  thrush. 

Although  medical 
mouthwashes  such  as 
Merocet,  Oraldene,  Corsodyl 
and  Dettol  are  not  involved  in 
the  fiercely  competitive  pre- 
and  post-brush  mouthwash 
market,  they  too  are 
benefiting  from  the  increased 
public  interest  in  oral  hygiene, 
showing  increase  in  sales  of 
around  10  per  cent  year  on 
year. 


Or.il  Health  Guide  e 
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Oraldene  is  benefiting  from  increased  awareness  of  oral  hygiene 


Naturally 

Natural  mouthwashes  and  are 
also  proving  very  popular 
with  customers.  Weleda's 
Gargle  and  Mouthwash  is  a 
three-in-one  product.  It  can  be 
used  for  daily  oral  care,  as  a 
gargle  for  sore  throats  and  as 
a  treatment  for  sore  and 
tender  gums.  The  main 
ingreciients  are  krameria  and 
myrrh,  both  said  to  have  an 
antiseptic  action. 

Propolis,  with  its  natural 
antiseptic  and  deodoran 
actions  is  the  main  ingredient 
in  Oralfresh  Propolis 
Mouthwash.  Oils  of  myrrh, 
clove  and  peppermint  are 
used  to  freshen  the  mouth. 

Strengths  and 
strategies 

Mouthwashes  should  be  a 
key  product  in  independent 
pharmacies  for  a  number  of 
reasons;  pharmacists  are 
trusted  health  advisors, 
pharmacies  are  traditional 
dental  care  suppliers  with 
convenient  shop  locations  and 
mouthwashes  still  have  a 
therapeutic  image. 
Unfortunately  independent 
pharmacies  are  losing  their 
share  of  this  lucrative  market 
to  groceries  and  chainstores. 

Michael  Bealing,  chemist 
development  manager  for 
Colgate  suggested  a  number 
of  ways  in  which  the 
independent  pharmacists  can 
retain  and  even  expand  their 
share  of  the  mouthwash 
market. 

•  Select  a  range  of  popular 
brands. 

It  is  important  to  icientify 
the  brand  leaders  in  each 
sector  of  the  mouthwash 


market  (therapeutic  pre-  and 
post  brush,  medicinal  and 
non-medicated). 

•  Stock  a  range  of  pack  sizes. 
In  the  particular  case  of 

Plax  and  Actibrush, 
independent  pharmacists  tend 
to  only  stock  the  smaller  sizes. 
Customers  will  start  on  a 
small  size  but  once  they  begin 
to  use  a  mouthwash  regularly 
they  will  want  the  better 
value,  larger  size. 

If  it  is  unavailable  in  the 
pharmacy  customers  will  go 
elsewhere. 

•  Merchandise  dental  care 
categories  together. 

Toothpaste  is  a  regularly 
purchased  item  and  could  be 
placed  next  to  slower  selling 
brushes  and  mouthwashes. 

As  brands  are  marketed  as 
ranges  of  oral  care  products  it 
is  logical  to  block 
merchandise  brands 

•  Ensure  staff  are 
knowledgeable  about  dental 
care  products. 

This  is  one  area  that 
pharmacies  have  a  distinct 
advantage  over  groceries.  The 
public  views  the  pharmacy  as 
a  source  of  advice  and 
information  on  health-related 
topics  and  pharmacists 
should  capitalise  on  this. 

•  Support  brands  that  receive 
advertising  and  promotional 
support. 

Brands  with  a  high  profile 
on  television  and  in  the  press 
will  be  in  demand.  Use 
promotional  packs  especially 
cross  promotional  packs 
which  can  grow  the  market. 

Estimated  sales  for 
mouthwashes  in  1992  are  £65 
million  and  independent 
pharmacies  should  be  cashing 
in  on  this  dynamic  market. 


Source 

Volume 

Value 

Grocers 

57.4% 

56.3% 

Pharmacies 

31.8% 

34.5% 

Drugstores 

7.4% 

6.6% 

Other  sources 

1.3% 

1.2% 

Source  Nielsen  Retail  Index. 
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ALTERNATIVE  TREATMENTS 


Homoeopathy  and  herbals  in 

dentistry 


■  uring  the  past 

few  years  there 
has  been  growing 
;t   interest  in 

mk  homoeopathic 

and  natural  products,  a  trend 
that  has  been  reflected  by 
increased  range  of  such 
products  in  pharmacies. 
These  include  homoeopathic 
and  herbal  toothpastes. 

Homoeopathy  is  based  on 
the  principle  that  like  cures 
like.  Homoeopathic  medicine 
sees  the  symptoms  of  an 
illness  as  the  body's  attempt 
to  overcome  the  illness. 
Consequently  substances 
which  cause  symptoms  in  the 
healthy  individuals  are  used 
in  small  doses  to  treat  those 
same  symptoms  in  the  sick. 

However  the  use  of 
homoeopathy  is  more  limited 
in  dentistry  than  in  medicine. 
Obviously  homoeopathy 
cannot  replace  the  mechanical 
techniques  of  dentistry  and 
there  is  no  homoeopathic 
medicine  that  will  selectively 
numb  a  tooth.  However,  there 
are  a  number  of  dental 
situations  where 
homoeopathic  medicines  are 
appropriate: 
w  As  an  alternative  to 
antibiotics  for  cases  of 
infection  like  abscesses 

#  For  very  anxious  patients 
there  are  several 
homoeopathic  medicines 
which  the  dentist  can 
administer 

#  To  reduce  fatigue  after  oral 
surgery  and  discomfort  after 
lengthy  procedures  where  the 
lips  and  mouth  may  be 
stretched  for  long  periods 

#  To  reduce  swelling  and 
bruising  after  surgery  or 
extractions 

#  To  relieve  the  symptoms  of 
teething 

#  To  reduce  the  discomfort 
and  duration  of  cold  sores. 

The  British  Homeopathic 
Dental  Association,  a 
registered  charity  with  more 
than  70  members,  was  set  up 
in  1990  by  Catherine  Price,  a 
dentist  who  uses 
homoeopathic  medicines  at 
her  own  practice  in  Watford. 
The  aims  of  the  Association 
are  :  to  promote  the  use  of 
homoeopathic  medicines 
within  dentistry,  to  advance 
professional  understanding, 
and  to  achieve  Dental 
membership  of  the  Faculty  of 
Homeopathy. 

Ms  Price  emphasises  the 
importance  of  having  a 


medical  background  as  potent 
drugs  are  used  in  therapy. 
She  also  advocates  having  a 
balanced  view  and  knowing 
what  situations  are  unsuitable 
for  homoeopathic  treatment. 

Weleda  have  a  range  of 
natural  toothpastes,  which 
has  been  developed  in 
consultation  with 
homoeopathic  dentists.  None 
contains  sweeteners, 
deodorants,  bleaches, 
brighteners,  colours,  or 
detergents  which  can  affect 
the  normal  flora  of  the  mouth. 

Some  homoeopathic 
practitioners  feel  that 
peppermint,  used  as  a  breath 
rresnener  in  most  toothpastes, 
nullifies  the  effects  of 
homoeopathic  medicines  so 
Weleda  flavour  their 
Calendula  toothpaste  with 
fennel  and  cinnamon.  Myrrh 
and  krameria  are  used  for 
their  antiseptic  and  astringent 
properties. 

Nelson's  Homeopathy 
produce  toothpaste  free  from 
artificial  sweeteners  and 
colours  in  three  natural 
flavours:  wild  mint  and 
calendula,  fennel  and 
chamomile,  and  cinnamon 
and  rosemary. 

Tau-Marin  herbal  fluoride 
toothgel  contains  14  herb 
extracts,  and  sodium 
monofluorophosphate  which 
the  company  says  inhibits 
caries  formation. 

Propolis  toothpaste  is  a 
natural  chalk-based 
toothpaste  with  no  artificial 
additives,  colours,  flavours  or 
sweetners.  It  contains 
propolis,  a  natural  antiseptic 
and  deodorant,  which  is  said 
to  strengthen  the  gums. 

Sarakan  toothpaste  contains 
the  essence  of  a  natural 
product,  Salvadora  persica. 
Chewing  sticks  cut  from  this 
tree  have  been  used  for  dental 
hygiene  for  centuries  in  most 
of  the  African  continent. 
Research  has  shown  the 
Salvadora  extract  contains 
many  components  beneficial 
to  oral  hygiene  such  as 
chlorides  to  remove  tartar  and 
a  large  amount  of  silicates 
which  whiten  the  teeth  by 
abrasion. 

Further  information  about 
homoeopathic  dental  care  and 
a  list  of  dentists  who  use 
homoeopathy  can  be  obtained 
from:  The  British 
Homeopathic  Dental 
Association,  12  Wellington 
Road,  Watford, 


Weleda's  five  natural  toothpastes  were  developed  in  consultation  with 
homoeopathic  dentists 

Facts  about  fluoride 

Fluoride  compounds  are  the  most  widely  used 
and  successful  method  of  controlling  dental 
caries. 

luoride's  ability  to  prevent  dental  caries  has  been 
recognised  for  more  than  80  years.  It  is  thought  to  act 
in  three  ways:  it  can  be  incorporated  into  tooth 
enamel  during  its  formation  and  it  acts  as  an  enzyme 
«JL.      inhibitor,  reducing  acid  production  from  sugar  by 
plaque  bacteria.  However,  the  third,  most  important 
anti-caries  action  of  fluoride  is  believed  to  be  its  ability  to 
assist  plaque  and  saliva  in  the  remineralisation  of  enamel  once 
this  has  been  demineralised  by  an  acid  attack. 

Water  is  the  most  important  source  of  dietary  fluoride.  Over 
100  million  people  drink  naturally  fluoridated  water  at  levels 
adequate  for  dental  health.  The  recommended  concentration 
of  fluoride  in  public  water  supplies  in  temperate  climates  is  1 
part  per  million,  while  higher  levels  are  recommended  for  the 
cooler  climates  of  Canada  and  northern  Russia,  and  lower 
concentrations  in  the  warmer  cclimates  of  the  tropics. 

Most  people  in  Britain  mistakenly  assume  that  tap-water  is 
fluoridated.  In  fact,  90  per  cent  of  Britain's  water  supplies 
contains  less  than  the  recommended  lppm  fluoride.  The  5.5 
million  people  (one  in  ten)  in  the  UK  who  do  receive 
fluoridated  water  are  mainly  in  the  West  Midlands  and 
Newcastle  areas. 

Low  levels  of  fluoride  in  public  water  supplies  can  be 
compensated  for  with  fluoride  dietary  supplements.  The  daily 
dose  given  will  depend  on  the  fluoride  concentration  in  the 
water  supply  and  the  age  of  the  individual. 

Colgate  s  Fluorigard  range  was  developed  to  meet  this 
need.  Fluorigard  drops  are  suitable  for  administering  fluoride 
to  children  under  two  years  of  age.  In  areas  where  the 
drinking  water  contains  less  than  0.3ppm  fluoride,  Fluorigard 
0.5mg,  grape-flavoured  tablets  are  recommended  for  children 
from  two  to  four  years  of  age  and  Fluorigard  l.Omg,  mixed 
cherry,  lime,  lemon  and  orange  flavoured  tablets  for  children 
from  four  to  16  years  of  age.  Fluorigard  daily  dental  rinse, 
containing  0.05  per  cent  sodium  fluoride,  and  Fluorigard 
weekly  dental  rinse,  containing  0.2  per  cent  sodium  fluoride 
are  both  suitable  for  adults  and  children  over  six  years. 

Chronic  hazards,  due  to  long  term  ingestion  of  fluoride  at 
levels  above  those  recommended,  apply  only  to  children 
whose  teeth  are  still  forming.  Therefore  fluoride  drops  and 
tablets  should  not  be  used  by  children  under  six  years  of  age 
in  areas  with  adequate  levels  of  fluoride  in  the  water. 

Fluoride  supplements  is  one  area  of  oral  hygiene  in  which 
pharmacy  has  the  upper  hand  over  groceries.  Pharmacists 
must  capitalise  on  tnis  advantage  and  be  able  to  provide 
information  on  why  fluoride  is  good  for  teeth  and  where  to 
get  it. 
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mm  NEW  ~ 

Aquaftes, 


Designed  to  outsell  every  other  brush 


Gives  greater  brush  control  for  safer, 
more  effective  brushing. 


Angled,  tapered  head,  gently  massages 
gums.  Shaped  to  help  clean  hard  to 
reach  areas  in  the  mouth  effectively. 


Designed  to  bend  and  absorb  any 
excessive  brushing  pressure  to  help 
protect  your  gums  yet  still  remove  plaque. 
Clinically  proven  to  be  far  superior 
against  plaque  and  gum  disease  than  a 
leading  competitive  brush* 


SO 

'me  Beecham 


Stock  up  -  and  profit! 


*  Source  Independent  Clinical  Trial 
Journal  of  Clinical  Dentistry  Vol  U,  Number  4,  1991 


INNOVATIONS  IN  TOOTHBRUSHES 


The  changing  face  of  the 
toothbrush  market 

Until  recently  the  basic  design  of  toothbrushes  had  not  changed  dramatically  over  the  last  200 
years.  Eighteenth  century  toothbrushes  had  ivory  or  bone  handles  with  a  long  head  of  natural 
bristles  (picture).  Wisdom's  Nu-Angle  toothbrush,  launched  in  1952,  was  the  first  angled 
toothbrush,  and  looks  remarkably  similar  to  some  modern  brushes 


n  the  last  year  some 
innovative  toothbrushes 
have  been  launched  on 
the  market.  Most  of 
,  these  are  premium 
priced  products  that  will 
grow  tne  value  share  of  the 
toothbrush  market,  already 
worth  about  £65  million. 

Reflex  action 

The  Reflex  brush  from 
Wisdom  features  a  head  with 
"moving"  filaments.  By 
setting  trie  tufts  of  nylon 
filaments  on  a  flexible  silicone 
membrane,  instead  of 
anchoring  them  with  metal  in 
a  fixed  head,  as  has  been  the 
practice  since  1919,  the  tufts 
retract  when  pressure  is 
applied  to  them.  Wisdom  say 
this  allows  the  brush  to 
respond  to  the  individual 
dental  profile.  The  brush  also 
has  a  straight  handle,  small 
head  and  thumb  grip. 

The  £1  million  television 
campaign  starts  in  July,  using 
a  40-second  advertisement  to 
build  awareness  and  a 
10-second  one  to  extend 
frequency.  Wisdom  say  they 
chose  to  advertise  on  TV-am 
as  it  is  an  effective  channel  to 
reach  their  overall  target 
market;  housewives, 
particularly  those  with 
children,  who  account  for 
almost  50  per  cent  of  all 
purchases.  Advertisements 
will  also  appear  on  ITV, 
Channel  4,  and  for  the  first 
time,  on  satellite  television 
which  is  found  in  10  per  cent 
of  homes  in  the  UK. 

Flexible  friend 

The  Aquafresh  Flex 
toothbrush  from  Smithkline 
Beecham  was  launched  on  the 
market  in  February  this  year. 

David  Bradley,  oral  care 
marketing  manager  for  the 
company,  says:  "Aquafresh 
Flex  is  a  truly  unique  product. 
The  flexible  neck,  the  most 
distinguishing  feature  of  the 
brush,  accommodates  poor 
brushing  techniques, 
absorbing  excessive  pressure, 
to  help  protect  the  gums  from 
damage."  He  adds:  "People 
enjoy  using  Aquafresh  Flex." 
Television  adverts  for 
Aquafresh  Hex  are  currently 


Eurodisney  boosts  the  profile  of  character  brushes 


being  broadcast  as  part  of  a 
£1.5  million  campaign 

Time  for  a  change? 

Although  dentists 
recommend  changing  a 
toothbrush  every  three 
months,  on  average  people 
only  change  their  brushes 
every  nine  to  ten  months. 
Oral-B,  the  market  leaders  in 
the  toothbrush  market, 
tackled  this  problem  with 
their  Indicator  brush.  Its 
unique  band  of  wear-sensitive 
filaments  provides  consumers 
with  a  visual  reminder  of 
when  it  is  time  to  replace 
their  brush  due  to  wear. 

Oral-B  say  that  Indicator 
has  already  taken  a  6.5  per 
cent  value  share  of  the 
independent  pharmacy  sector 
and  new  variants  are  being 
introduced  to  increase 
consumer  choice.  The  first  of 
these  is  the  Indicator  Angle 
which  is  an  angled  brush  with 
indicator  filaments,  and 
Indicator  30  with  a  smaller 
brush  head. 

Diamond  sales 

Although  Colgate  claims  to  be 
the  number  one  toothbrush 


worldwide,  it  is  less  strong  in 
the  UK.  Michael  Bealing  from 
Colgate  plans  to  change  that 
with  a  major  campaign  to 
boost  sales  of  Colgate's 
diamond-headed  brush. 

Consumer  research 
indicates  that  the  wide  variety 
of  toothbrushes  confuses  the 
consumer.  In-store  studies  of 
customers  found  that,  on 
average,  it  takes  12  seconds  to 
make  a  decision  about 
toothpaste  and  54  seconds  to 
decide  on  a  brush. 

Colgate  say  their  range  of 
four  brushes  —  Adult, 
Sensitive,  Junior  and 
Mini-Junior  —  make  it  easier 
for  the  consumer  to  select  the 
most  suitable  brush. 
The  plastic  shoe  display  for 
the  brushes  is  exclusive  to 
independent  pharmacies.  Mr 
Bealing  sees  independent 
pharmacies  as  an  important 
sector  for  toothbrushes 
because  of  their  ethical  image 
and  the  growing  market  for 
professional  brushes. 

Professional  touch 

The  professional  range  of 
toothbrushes  from  Tau-marin 
are  quite  distinctive  with  the 


slanted  head  concept  and 
colour-coded  filaments.  The 
slanted  head,  cut  at  an  angle 
of  15  degrees,  provides  the 
advantage  of  easy  access  to 
back  teeth.  The  dual  colouring 
of  the  rounded-  end  filaments 
denote  firmer  and  softer 
filaments. 

Elida  Gibbs,  in  response  to 
the  increased  dental 
awareness  of  the  public  and 
the  trend  to  more  professional 
brushes,  have  extended  their 
range  of  brushes.  The 
Mentadent  P  professional 
brush,  has  three  angles, 
similar  to  a  dentist's  probe. 
The  Mentadent  P  Ultra 
Professional,  launched  in 
January  this  year,  has  a  dual 
action  bristle  head;  longer 
bristles  to  massage  the  gum 
and  short  bristles  to  remove 
plaque.  The  Mentadent  P 
Junior  Professional,  launched 
at  the  same  time,  is  said  to  be 
the  first  of  its  kind. 


A  1950's  toothbrush  (Wisdom) 

Wise  move 

In  order  to  compete  for  the 
leading  share  in  the  premium 
toothbrush  market  sectors, 
Wisdom  relaunched  their 
premium  range  of  adult 
toothbrushes  with  new 
packaging  and  three  new 
products;  Wisdom  Angled, 
Sensitive  and  Plaque  Control. 
Richard  Jenkins,  design 


If. 
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director  for  Wisdom 
explained  the  rationale 
behind  the  new  packaging. 
"The  old  packaging  was 
confusing  and  the  Brand 
name  had  been  subordinated 
to  the  individual  toothbrush. 
The  new  packaging  has  a 
trong  brand  identity,  with 
nformation  presented  very 
clearly  and  the  toothbrush  is 
highly  visible.  The  arrow  on 
the  pack  directs  the  eye  to  the 
new  Wisdom  logo." 

Search  for  it 

'Search  brushes  from 
Stafford-Miller  have 
traditionally  been  strong  in 
independent  pharmacies, 
where  they  currently  hold 
around  17  per  cent  of  the 
professional  toothbrush 
market. 

Independent  pharmacies 
tend  to  stock  a  wide  range  of 
specialist  brushes,  unlike 
multiples,  who  tend  to 
rationalise  the  range  or 
launch  their  own  brand,"  says 
Fiona  Graham,  product 
manager  for  Search 
toothbrushes. 

"Another  advantage  of 
independent  pharmacies  is 
the  facility  of  obtaining  one 
particular  brush  for  a 
customer,  from  a  wholesaler," 
she  added. 

Search  brushes  are 
available  with  small,  compact 
or  medium  head.  Search 
Sensitive  has  a  compact  head 
with  extra  soft  filaments  for 
sensitive  teeth. 

Reaching  up 

Following  the  success  of 
Reach  in  the  toothbrush 
market  in  the  US,  Johnson  & 
ohnson  are  building  their 
share  in  the  UK.  The 
company  say  Reach  has 
achieved  its  highest  ever 
market  share,  and  now 
accounts  for  three  of  the  top 
six  fastest  selling  brushes. 

Johnson  &  Johnson 
attribute  much  of  this  success 
to  recent  advances  in  the 
brush  design.  In  addition  to 
the  bi-levelfilaments,  which 
help  massage  the  gums  and 
clean  between  tooth  surfaces, 
the  new  Reach  brush  has  a 
longer,  angled  neck  for  better 
cleaning  of  back  teeth  and  a 
handle  shaped  to  give  better 
grip  and  manipulation. 

Danish  oral  hygiene 
company  Tandex  entered  the 
UK  oral  hygiene  market  in 
March.  The  display  unit 
available  from  the  company, 
free  of  charge,  allows 
consumers  to  feel  the 
toothbrush  heads. 

Tandex  recently  signed  an 
Exclusive  distributor 
agreement  with  the  brand 
jdevelopment  organisation 
The  Jenks  Group  who  now 
have  full  responsibility  for  the 


sales  and  distribution  of  the 
Tandex  oral  hygiene  range 

What  a  character 

Oral-B  say  character  brushes 
now  account  for  some  79  per 
cent  of  childrens'  toothbrush 
sales.  Bugs  Bunny  and 
friends,  Donald  Duck,  Pluto, 
Minnie  and  Mickey  Mouse 
are  characters  with  enduring 
appeal.  In  January  this  year 
Oral-B  extended  their  range 
of  childrens  toothbrushes. 
Tiny  Toon  Adventures  is  a 
series  of  four  characters,  from 
the  Toonsters  television  series. 

Jordan  are  also  competing 
for  a  major  share  of  the 
childrens  toothcare  market 
which  they  say  is  worth  £15 
million  and  accounts  for  23 
per  cent  of  the  total  UK 
toothbrush  Market. 

Jordan  are  capitalising  on 
the  popularity  of  Euro  Disney 
by  securing  trie  rights  to  use 
some  of  the  most  famous 
Disney  characters  on  their 


maximised  on  this  by 
merchandising  the  four  most 
popular  figures  on  the  handle 
of  the  toothbrush  and  the 
backing  card."  The  unique 
flat  handle  allows  graphics  to 
be  prominently  displayed. 

The  launch  of  the  Disney 
Le  Brush  will  be  supported  by 
a  PR  campaign  and  a  major 
trial  programme  in  national 
women's  magazines. 

Planets  away 

Captain  Planet  and  the 


Colour  co-ordination 
— 


Tandex  display  unit  available  free  of  charge 


Junior  V  Tuft  and  Baby 
toothbrushes. 

Jordan's  Baby  brush  is 
recommended  for  infants  of 
one  to  four  years  and  has  an 
extra  long  handle  to  give 
parents  a  steady  comfortable 
grip.  The  Junior  version  is 
suitable  for  children  aged  five 
to  eight  years.  Each  brush 
comes  with  a  set  of  seven 
transfers  of  different  Disney 
images  which  can  be  rubbed 
onto  the  brush  handle. 

Le  Fashion  Brush 

Following  the  success  of  the 
Disney  brushes  for  children, 
in  June  Jordan  launched 
Disney  Le  Brush.  "Character 
merchandising  is  not  only  for 
children",  says  Jordan.  Le 
Brush  was  designed  to  create 
a  new  segment  in  the  market; 
a  fashion  brush.  Le  Brush  is 
targeted  at  "fashion  aware, 
independent,  modern 
consumers,  primarily  women 
in  the  20  to  45  year  age 
group".  Food  brokers, 
distributors  of  the  brushes, 
say:  "The  Le  Brush  target 
consumers  are  well  aware 
that  Disney  is  currently  in 
vogue  and  we  have 


Planeteers  are  the  latest 
addition  to  the  Wisdom  wide 
range  of  character  brushes. 
The  cartoon,  first  shown  on 
UK  television  during  1991, 
returned  to  the  screens  in 
January  1992  to  coincide  with 
the  launch  of  the  toothbrush. 
The  coloured  characters  are 
depicted  on  strong  handles  in 
bold  colours  of  pink,  blue, 
green  and  yellow. 

In  keeping  with  the 
environmental  messages  of 
the  character,  the 
toothbrushes  are  recyclable, 
packed  on  a  blister  card  made 
of  recycled  card  using  the 
minimum  packaging. 

Other  characters  in  the 
Wisdom  range  that  may  be 
more  familiar  to  adults  are  the 
CareBears,  Mr  Men,  The 
Flintstones,  The  Snowman 
and  Thomas  the  Tank  Engine. 

"Characters  do  not 
trivialise  oral  hygiene  if  they 
are  integrated  with  a  quality 
brand,"  says  Fiona  Graham  of 
Stafford  Miller.  Stafford 
Miller  prefer  to  use  topical 
characters  as  they  are  of  the 
opinion  that  consumers  and 
retailers  get  bored  with  safe, 
reliable  characters 


Thunderbirds,  the  latest 
addition  to  the  range,  has 
been  very  successful. 
Television  ratings  for  the 
series  were  highest  in  two  age 
groups:  the  under-lOs  and  the 
25-35  year  olds.  An  adult 
head  on  a  child-sized  handle 
allows  the  brush  to  be  used 
by  both  these  age-groups. 

Elida  Gibbs  say  they  chose 
not  to  associate  their  junior 
range  brushes  with  characters 
as  it  trivialises  brushes  and 
tends  to  date  the  product. 
Instead  they  produce  neon 
coloured  toothbrushes, 
designed  to  appeal  to 
children.  Although  Colgate 
do  market  character  brushes 
elsewhere  in  the  world,  in  the 
UK  Colgate's  junior  brushes 
are  in  sparkling  colours. 

Baby  boom 

The  baby  sector  of  the  oral 
hygiene  market  is  showing 
strong  growth.  "Rapid 
growth  in  the  baby  sector  of 
the  dental  care  market 
represents  a  significant 
opportunity  for  chemists," 
says  Colgate's  Michael 
Bealing.  "Young  mothers  are 
frequent  shoppers  at  the 
pharmacy  so  by  stocking  and 
advising  on  specialist  dental 
care  products  for  babies, 
chemists  will  enjoy  increased 
sales  and  profits." 

Colgate  Mini-Junior  brush 
is  designed  to  help  parents 
clean  their  baby's  first  teeth. 

"Baby  brushes  is  an  area  of 
little  education,"  says  Fiona 
Graham,  "which  is  why 
Stafford-Miller  have  produced 
a  leaflet  for  new  mothers  on 
dental  care."  Search  2  was 
introduced  in  1989  in 
response  to  demand  from 
dentists  for  a  smaller  brush 
for  babies  and  toddlers. 

Plaque  starts  to  form  as 
baby  teeth  emerge,  so  they 
must  be  brushed  as  they 
appear.  Although  first  teeth 
will  be  lost,  it  is  good  to  form 
the  brushing  habit  early  in  life. 

Virtual  reality 

Possibly  the  most 
revolutionary  toothbrush  is 
Duodent  2000,  the 
double-headed  toothbrush 
invented  by  Mr  David  Beiny, 
a  London  GDP  with  a  practice 
in  Wimpole  Street. 

Duodent,  with  its  two 
flexible  arms  looks  like  "a 
tuning  fork  with  tufts"  and 
can  clean  both  sides  of  the 
teeth  at  the  same  time. 
Clinical  trials  of  Duodent  at 
King's  College  Hospital, 
found  it  was  better  than 
traditional  brushes  at 
removing  plaque,  especially 
from  the  inside  of  teeth. 

However,  Mr  Beiny  has  yet 
to  find  a  manufacturer  for  his 
brush,  so  don't  start  placing 
your  orders  for  it  just  yet! 
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ADVERTISEMENT  FEATURE 


Who  ever  thought  that  the 
toothpaste  market  would 
show  significant  incremental 
growth?  For  the  pharmacist 
looking  to  make  the  most  of 
growing,  premium  price 
markets,  this  is  excellent  news. 
There's  even  better  news  to 
follow: 

•  Pharmacy  sales  of  sensitivity 
toothpastes  account  for  a 
significant  11  per  cent*  share 
of  total  sales.  Sufferers  from 
this  painful  problem  really 
need  advice  on  the  best  means 
of  alleviating  it  so  they  turn  to 
the  professionals:  their 
pharmacist  and  their  dentist. 

•  The  sensitivity  sector  which 
is  growing  by  26  per  cent  year 
on  year*  is  now  fuelling  the 
growth  of  the  total  toothpaste 
market. 

Macleans  Sensitive:  the 
fastest-growing  brand 

Within  this  buoyant  market, 
the  growth  of  Macleans 
Sensitive  is  outstanding.  Its 
share  of  the  sensitivity 
toothpaste  sector  has  grown  a 
staggering  86  per  cent  year  on 
year  to  stand  now  at  over  20 
per  cent*.  The  brand  offers 
these  second-to-none  benefits 
which  make  it  the  first  choice 
for  a  growing  number  of 
consumers: 

•  Its  unique  active  system, 
which  contains  strontium 
acetate,  is  clinically  proven  to 
be  most  effective  at  relieving 
the  pain  of  dental  sensitivity#. 
In  addition,  the  formulation 
contains  a  clinically  effective 
level  of  fluoride  to  protect 
against  tooth  decay,  and  it  also 
features  a  very  pleasant  minty 
flavour  which  materially 
encourages  repeat  purchase. 

•  The  heritage  and 
reassurance  of  the  trusted 


It  is  caused  when  enamel  ero- 
sion or  gum  recession  exposes 
the  dentine  of  the  tooth  (den- 
tine is  the  soft  layer  under- 
neath the  hard  outer  enamel). 
This  exposes  hundreds  of  tiny 
channels  which  lead  directly 


Macleans  name  is  now  further 
endorsed  by  BDA 
accreditation.  Your  customers 
know  that  each  claim  made  on 
the  Macleans  Sensitive  pack  is 
approved  by  a  panel  of 
independent  dental  experts. 
•  Innovative,  informative 
advertising  really  gets  across 
the  benefits  of  Macleans 
Sensitive.  Using  the  latest 
computer  graphics,  the  TV 
commercial  demonstrates  how 
effectively  Macleans  Sensitive 
relieves  the  pain  of  sensitive 
teeth,  fast.  This  creative 
approach  has  generated  a 
breakthrough  in  consumer 
understanding  of  the  problem 
and  awareness  that  Macleans 
Sensitive  can  really  help.  First 
screened  in  November  91,  the 
campaign  produced  a 
dramatic,  sustained  increase  in 
sales.  Brand  share  jumped 
from  1 .3  per  cent  pre- 
campaign  to  5.2  per  cent** 


to  the  tooth's  nerve.  When  hot, 
cold,  spicy  or  sweet  food  or 
drink  is  taken,  these  stimuli 
travel  through  the  channels  to 
the  nerve,  causing  a  sharp  pain. 

It  is  estimated  that  at  least 
one  third  of  adults  suffer  from 
dental  sensitivity  at  some  time. 
Typically,  this  painful  condi- 


post-campaign.  It  was 
repeated  in  January/February 
and  will  go  on  air  again  in 
August.  In  total,  a  massive 
£3m  will  be  spent  supporting 
the  brand  this  year. 

•  In  tandem  with  the 
advertising  campaign,  a 
heavyweight  PR  campaign 
aimed  at  educating  the 
consumer  into  the  why's  of 
dental  sensitivity  and  the 
how's  of  alleviating  the  pain  is 
being  run  through  high 
circulation  newspapers  and 
magazines.  This  activity 
includes  competitions, 
sampling,  etc.  to  heighten 
brand  awareness  and  to 
encourage  trial  and 
repurchase. 

•  The  packaging,  while 
impactful,  has  a  medicinal, 
clinical  style  that  underlines 
the  brand's  therapy 
positioning.  The  "target" 
motif  visually  reinforces  its 


tion  can  occur  in  people  from 
their  mid-twenties  upwards. 

Macleans  Sensitive's  uni- 
que, patented  formulation 
which  has  strontium  acetate 
as  its  active  ingredient,  seals 
these  channels  quickly  and 
effectively,  thus  protecting  the 
nerve  from  painful  stimuli. 


prime  claim  to  focus  relief 
directly  onto  the  areas  causing 
pain,  while  the  authoritative 
Macleans  logo  emphasises  the 
brand's  heritage  and  the  BDA 
Accredited  logo  reinforces  the 
brand's  credentials  at  point  of 
sale.  The  striking  magenta  and 
blue  graphics  on  a  white 


background  give  excellent 
shelf  standout. 

•  A  dedicated  dental  detailing 
force  is  ensuring  that  all  the 
country's  dentists  are  made 
aware  of  the  benefits  of 
Macleans  Sensitive. 
Recommendation  from  the 
dentist  and  oral  hygienist  is 
key  in  encouraging  repeat 
sales  at  the  pharmacy. 

•  For  the  independent 
pharmacist  wanting  to  make 
the  most  of  this  market 
opportunity  for  a  modest 
financial  and  space 
commitment,  the  popular 
50ml  size  is  now  available  in 
cases  of  six.  In  addition,  it  is 
currently  featuring  10  per  cent 
added  value,  offering 
consumers  55ml  for  the  price 
of  50ml  while  still  maintaining 
retailers'  profit  margins. 


Stock  it! 

By  stocking  Macleans 
Sensitive  you  know  that  dental 
sensitivity  will  never  again  be 
a  problem  for  your  customers 
-  and  you  can  reap  the  benefit! 
The  Macleans  oral  care  range 
is  manufactured  by 
SmithKIine  Beecham 
Personal  Care,  SB  House, 
Great  West  Road,  Brentford, 
Mddx  TW8  9BD. 
Tel:  081-560  5151. 


BDA  ACCREDITED 


BRITISH  DENTAL  ASSOCIATION 


Source:  'Nielsen  MAT  Mm  92 

#Absi  EG  1989,  Data  mi  file, 
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Exposed  dentine  tubules  before  being  treated  with  Exposed  dentine  tubules  after  being  treated  with 
Macleans  Sensitive  Macleans  Sensitive 


For  the  consumer: 

•  Unique  formula  ensures  fast  relief  from  pain 

•  BDA  accreditation  gives  further  consumer  reassurance 

•  Pleasant,  minty  flavour  encourages  repeat  purchase  while 
fluoride  content  assures  users  of  complete  protection 

•  Added  value  on  50ml  encourages  trial  purchase 

For  the  retailer: 

•  Smaller  case  sizes  -  reduced  financial/ space  commitment 

•  On-going  heavyweight  promotional  andadvertising  support 
guarantees  consumer  awareness 

•  Premium  pricing  gives  excellent  profit  margin 


POWERED  TOOTHBRUSHES 


Electrical  impulses 


Philips,  relative 
newcomers  to  the 
dental  care  market, 
have  a  ranee  of  two 
products:  trie  Philips 
HP5211  Toothbrush  and  the 
HP5213  Dental  Centre. 

Philips  have  developed  a 
soft  pressure  system  for  their 
toothbrush,  which  senses  if 
too  much  pressure  is  being 
applied  while  brushing,  as 
this  can  cause  gum  recession. 
Before  using  the  toothbrush 
the  brush  head  is  clicked  into 
an  angled  position.  If 
brushing  pressure  exceeds  a 
safe  level  the  head  clicks  back 
into  the  upright  position. 

Jet  electric 

The  Dental  Centre  combines  a 
water  jet  with  an  electric 
toothbrush.  Used  after  meals 
the  single,  pulsating  water  jet 
cleans  Between  the  teeth, 
rinsing  away  any  loose  food 
particles. 

When  it  is  set  in  the 
massage  position,  eight 
pulsating  water  jets  spray  the 
gums  gently,  stimulating  the 
blood  flow.  The  water  jet  has 
a  650ml  water  tank  and  is 
suitable  for  use  with 
mouthwashes.  As  with  the 
toothbrush  the  dental  centre 
can  be  plugged  into  a  shaver 
socket. 

Removal  systems 

The  Braun  Oral-B  Plaque 
Remover,  launched  in 
February  1991  was  such  a 
success  that  Braun  have 
extended  their  range  with  the 
Braun  Oral-B  oralcare  centre. 
The  oralcare  centre  is  a 
combination  of  the  Plaque 
Remover  and  the  Waterjet  — 
the  MD5. 

The  Plaque  Remover  has  an 
oscillating  nead  and 
cup-shaped  brush.  The 
waterjet  has  two  jet  functions: 


Electrical  appliances  for  oral  hygiene  have 
grown  in  popularity  during  the  past  few  years. 

The  UK  market  for  electric  toothbrushes  grew 

123  per  cent  in  value  between  1984  and  1989. 

By  the  end  of  1992  it  is  expected  to  be  worth 
over  £4  million  annually.  Over  200,000  electric 

toothbrush  units  are  sold  annually  in  the  UK. 


A  new  wave  of  electrical  appliances  for  oral  hygiene  have  hit  the  market 


the  mono  jet  designed  to 
clean  between  the  teeth  and 
areas,  such  as  bridges  and 
braces,  which  have  previously 
been  difficult  to  clean,  and  the 
multi  jet  which  massages  the 
gums  using  multiple  jets  of 
water.  The  600ml  watertank  is 
easily  cleaned  and  may  be 
used  with  mouthwash.  A 
pump  flushes  any  residual 
water  out  of  the  system, 
preventing  drips  and  bacteria 
formation. 

Interplak  Home  Plaque 
Removal  Instrument  from 
Bausch  &  Lomb  was 
introduced  in  the  US  in  1985. 
During  its  first  two  years  on 
the  market  the  product  was 
available  only  through 
dentists.  Similarly,  the 
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THE  EMERGENCY  DENTIST 

(NO  NEED  FOR  INJECTIONS) 

A  SERVICE  FOR  TRAVELLERS! 

SAFE,  EASY  TO  ADMINISTER, 
DENTAL  REPAIR  KIT 
*  lost  crowns*fillings*cracked  teeth* 

STOCK  UP  NOW  FOR  THE  HOLIDAY 
 ,  DEMAND 


z/. 


R.R.P.£6.99 
HIGH  PROFITABILITY!  • 
LOW  OUTLAY! 


Call  Dental  Saver  Products 
Tel:  0275  810291 
Fax:  0275  8581 12 


Interplak  was  introduced  to 
British  dentists  in  1990  to  gain 
full  professional  backing 
before  being  launched  to  the 
consumer  retail  trade. 

Bausch  &  Lomb  say 
Interplak  is  so  effective  at 
removing  plaque  because  of 
the  unique,  patented 
rotation /counter  rotation 
sweeping  action  of  the  brush 
head.  The  rotation/counter 
rotation  action  of  the  head 
causes  the  bristles  to  twist 
and  lengthen  and  shorten  to 
reach  between  the  teeth. 

Interplak  say  its 
effectiveness  does  not  depend 
on  the  manual  dexterity  of  the 
user  and  that  this  makes  it 
particularly  suitable  for  the 
handicapped. 

Interplak  has  a  cordless 
power  handle  and  is 
contained  in  a  recharging 
unit.  A  safety  mechanism 
stalls  the  brush  head  if  too 
much  pressure  is  applied  and 
when  the  head  has  been 
removed. 

Interplak  Dental  Gel  was 
launched  earlier  this  year.  It  is 
specially  formulated  to 
prevent  it  clogging  the  gears 
of  the  Interplak  instrument 
and  does  not  contain  abrasive 
particles,  commonly  found  in 
conventional  toothpastes.  The 
gel,  with  added  fluoride,  has 
a  fresh,  minty  flavour. 

Interplak  say 
recommendation  of  the 


product  by  dentists  has  been 
the  key  to  its  success.  A 
recommenders  programme 
has  been  launched  by 
Interplak  to  boost  Interplak 
sales.  By  returning  a  special 
voucher  carrying  the  dentist's 
recommendation  of  the 
product,  consumers  will  be 
able  to  claim  one  of  three  free 
gifts  for  each  unit  bought, 
including  a  replacement 
brush  head,  two  tubes  of 
Interplak  dental  gel  or  a  £5 
cash  refund. 

Five  Piks 

Teledyne  Water  Pik  market 
five  oral  hygiene  instruments 
to  the  public.  The  automatic 
toothbrush  has  a  cordless, 
rechargeable  power  handle, 
The  Personal  Dental  System 
uses  pulsating  jets  to  remove 
food  particles  from  between 
teeth  and  below  the  gum  line. 
The  system  can  be  used  with 
mouthwash  and  antibacterial 
solutions.  The  Family  Dental 
System  is  a  larger  version 
using  the  same  principle. 


The  new  Braun  Oral  Care  Centre 


The  travel  Dental  System  is 
a  compact,  lightweight, 
battery-operated  oral 
irrigator.  Two  jets  provide 
high  and  low  pressure  and 
the  whole  unit  fits  into  a 
travel  case.  The  Home  Dental 
Centre  combines  an  automatic 
toothbrush  with  a  water  jet 
system. 

The  Kitty  Waterjet  from 
Bridge  House  Laboratories 
can  be  used  to  deliver 
antiseptics  below  the  gums 
for  people  with  advanced 
gum  disease. 

Electric  toothbrushes  and 
oral  irrigators  are  a  growing 
sector  of  the  dental  care 
market.  Although  dental 
recommendation  will 
introduce  most  customers  to 
these  products,  pharmacists 
can  advise  on  the  features  and 
advantages  of  various  models. 
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50ME  MOUTH  WASHES  DO  MORI 
HAN  JUST  FRESHEN  BREATH... 


...THEY  PASS  THE 
ORAL  HYGIENE 
TEST. 


Macleans  Active  Mouthguard  kills  the  germs  that 
cause  bad  breath  and  is  clinically  proven  *  to  fight 
plaque  bacteria.  Containing  the  anti-bacterial 
agent  CPC  and  with  fluoride  to  strengthen  tooth 
enamel,  it's  effective  for  up  to  12  hours  and 
provides  all  round  night  and  day  protection.  And 
Macleans  Active  Mouthguard  is  available  in  two 
great  tasting  varieties  -  Original  and  Mint  flavour. 


CLINICALLY  PROVEN* 


FIGHTS  PLAQUE  BACTERIA 


KILLS  GERMS  THAT  CAUSE 
BAD  BREATH. 


CONTAINS  CPC  &  FLUORIDE 


12  -  HOUR  ACTION 


CHOICE  OF  TWO  GREAT 
TASTING  FLAVOURS 
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in  Authority  in  Oral  Hygiene 

iternal  data  on  file  *  Published  data:  I)  Denial  journal  1975  Dee  vol:  20  (6)  pages  397-404    2)]  Dent,  res  56  (spec  issue  6;  19776195. 

3) J  Periodontal july  1975  page  337-400.     4) ]  Periodontal  july  1976  page419  422. 


GUMS  AND  DENTURES 


An  antisocial  habit  or  essential  oral  hygiene? 


Clorets  new  sugar-free  gum  with  the  breath  freshener  Actizol 


Studies  suggest  that 
chewing  gum  for  20 
minutes  after  eating 
helps  to  prevent  caries. 
However  many  people 
still  regard  chewing 
gum  as  an  unpleasant 
habit 


Plaque  can  turn 
hidden  sugars  in 
food  to  acid,  which 
attacks  the  tooth 
surface  leading  to 
decay  and  caries.  Frequent 
snacks  during  the  day  increase 
the  length  of  time  that  teeth 
are  exposed  to  acid. 

Chewing  gum  after  eating 
could  help  prevent  caries  in 
three  ways: 

•  The  act  of  chewing  can  help 
remove  plaque  and 
sugar-containing  food  debris 
from  tooth  surfaces. 

•  Chewing  stimulates  the  flow 
of  alkaline  saliva  which,  when 
it  reaches  the  plaque  on  the 
teeth,  buffers  the  newly 
formed  organic  acids, 
increasing  plaque  pH  and 
promoting  remineralisation. 

•  Chewing  gum  can  be  used 
as  a  vehicle  for  anticaries 
additives  such  as  calcium  and 
phosphate. 

Although  chewing  gum  can 
reduce  the  acidity  of  plaque,  it 
is  still  unclear  whether  it  can 
reduce  or  prevent  caries. 
Results  of  trials  are  difficult  to 
interpret  as  they  are 
influenced  by  external  factors 
such  as  dental  hygiene,  dietary 
habits  and  use  of  fluoride. 

Wrigley's  say  nine  out  of 
ten  UK  dentists  agree  that  the 
chewing  of  sugar-free  gum  is 
an  effective  additional 
measure  in  the  fight  against 
tooth  decay. 

The  chewing  gum  market  in 
the  UK  is  worth  nearly  £90 
million  per  annum  and  more 
than  85  per  cent  of  all  chewing 
gums  purchased  in  the  UK  are 
Wrigley  products.  Regular 
purchasers  of  chewing  gum 
are  2.5  million  children  aged 
15  and  under  and  9.4  million 
adults  aged  16  years  and  over. 

Sugar-free  gums  now 
account  for  just  over  half  of  all 
gum  sales  and  their  sales  are 
growing  at  more  than  50  per 
cent  each  year  compared  with 
a  6  per  cent  increase  in  sales  of 
regular  gums. 

Wrigley's  two  sugar-free 
brands,  Orbit  and  Extra,  have 
benefitted  from  the  growing 
consumer  demand  in  this  area 
of  oral  hygiene.  A  fruit 
flavoured  Orbit  was  launched 
in  April,  and  is  aimed  at 


teenagers  in  particular. 

Stafford-Miller  say  Endekay 
Dental  Health  Gum  has  a 
special  ingredient,  urea,  which 
begins  to  neutralise  the  acid 
attack  on  teeth  within  one 
minute.  A  family  size  pack  of 
72  pieces  was  recently 
launched. 

Warner-Lambert  have 
extended  their  range  of  breath 
fresheners,  and  capitalised  on 
the  demand  for  sugar-free 
gums,  with  Clorets  sugar-free 

fum.  The  Clorets  range  is 
eing  supported  by  a  £3m 
national  TV  campaign, 
featuring  the  comedians,  Hale 
and  Pace. 

A  report  in  Drug  and 
Therapeutics  Bulletin  (March 
16,  1992)  concluded  that 
chewing  sugar-phosphate, 


xylitol  or  sorbitol-containing 
gums  regularly  after  meals 
reduces  caries  slightly  but 
probably  not  enough  to 


matter.  However,  sugar-free 
gums  are  an  alternative  to 
sugary  snacks  that  will  cause 
decay  and  caries. 


Don't  forget  your  dentures 

Denture  wearers  account  for  around  one  in  three  of  the  adult  population  in 
the  United  Kingdom.  Although  the  number  of  denture  wearers  is  decreas- 
ing with  improved  dentistry  and  oral  hygiene,  there  are  still  approximately 
15  million  denture  wearers  and  around  150,000  people  begin  using 

dentures  every  year. 


entures  are  subject 
to  the  same 
I  hygiene  problems 
as  natural  teeth 
such  as  plaque 
and  tartar.  Staining  of 
dentures  is  often  caused  by 
tea,  coffee,  red  wine,  tobacco 
or  certain  medicines  and 
occurs  more  readily  on  plaque 
and  tartar  deposits  than  on 
clean  dentures. 

Bright  and  clean 

Dentures  can  be  cleaned  by 
brushing  or  soaking  and  the 
denture  cleanser  market  is 
worth  £27m-£30m. 

Brushing  dentures  will 
remove  food  residues  or 
debris.  They  should  always  be 
removed  from  the  mouth 
before  brushing  over  a  soft 
surface,  so  that  if  they  are 
dropped  they  will  not  break. 

Stafford-Miller  say 
Dentu-Creme  holds  21 .3  per 
cent  of  the  market  share  and 
is  showing  growth.  They  say 
the  trend  towards  brushing  is 
endorsed  by  dentists  with 
more  than  80  per  cent 
recommending  brushing  as  a 
method  of  cleaning  dentures. 

Steradent  denture  products 
have  been  available  since  the 
1930s  and  dominate  the 
market  with  a  share  of 
around  60  per  cent.  Steradent 
recommend  daily  brushing 
and  soaking  of  dentures 

Firmly  fixed 

In  most  cases  a  well  designed 


Seabond  denture  fixative  with 
breath  freshener 

denture  will  fit  well  and  feel 
comfortable.  However  many 
denture  wearers  worry  about 
dentures  slipping  and  use  a 
denture  fixative  for  greater 
confidence. Fixatives  can  also 
stop  small  food  particles  from 
getting  under  the  denture. 

Over  2.5  million  denture 
wearers  regularly  use  a 
fixative.  The  denture  fixative 
market  is  estimated  to  be 
worth  £11  m  at  retail. 

Stafford-Miller  dominate 
this  area  of  the  denture  care 
market  with  over  85  per  cent 
market  share.  They  will  be 
advertising  Super  Poli-Grip 
on  television  in  August. 

Seabond,  the  third  most 
popular  fixative,  comes  in  a 
unique  wafer  format, 
specially  cut  for  upper  and 
lower  dentures.  Each  seal 
contains  a  natural  alginate 
with  adhesive  properties,  plus 
another  adhesive.  A  breath 
freshener  has  been 
incorporated  into  the  product 
to  overcome  the  problem  of 
"denture  breath". 


Steradent's  range  includes 
denture  fixative  powder. 

Permasoft  is  a  soft  lining 
material  for  loose  dentures 
which  the  manufacturers  say 
forms  a  tight  seal  between 
denture  and  liner  because  it 
becomes  an  integral  part  of 
the  denture  and  has  been 
formulated  to  take  an  exact 
impression  of  the  gums. 

Publications 

Steradent  are  currently 
distributing  a  free  booklet, 
"Your  Guide  To  Denture 
Care",  to  pharmacies 
nationally. 

The  booklet  has  been 
written  in  consultation  with 
dentists  and  is  designed  to 
provide  clear,  practical  advice 
on  correct  oral  hygiene 
procedure. 

A  paper  from  the  British 
Dental  Association,  "Dental 
Care  for  Elderly  People", 
sponsored  by  Steradent  looks 
at  all  aspects  of  dental  health 
for  the  elderly. 

Denture  wearers  should  be 
encouraged  to  visit  their 
dentist  at  least  every  three 
years.  Dentures,  made  of 
acrylic  and  plastic,  are  subject 
to  the  same  wear  and  tear  as 
natural  teeth,  but  are  softer 
and  will  need  replacing  over 
time.  New  dentures  are  also 
required  if  the  wearer's 
mouth  changes  shape  over 
time  as  incorrectly  fitting 
dentures  can  cause  more 
serious  problems. 
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COMPETITION 


Win  cash  with  Steradent 


On-pack  development 

Steradent  has  secured  the  endorsement  of  Dentsply  and  in  future,  all 
tubes  will  carry  a  statement  saying  'Tested  and  approved  by  Dentsply, 
the  world's  leading  manufacturer  of  teeth  for  dentures'.  A  Steradent 
3-Minute  sample  and  the  booklet  'Your  guide  to  denture  care',  will  be 
distributed  with  every  denture  leaving  Dentsply's  laboratories. 

Steradent  has  combined  a  commitment  to  research  with  a  modem, 
progressive  approach  to  denture  care  to  ensure  that  the  range  remains 
the  number  one  brand  in  the  UK. 


Steradent 's  unique  denture  care  range 

There  are  over  16  million  denture  wearers  in  the  UK  representing 
almost  one  third  of  the  adult  population.  It  is  not  surprising,  therefore, 
that  the  denture  cleaning  market  is  currently  worth  some  £27  million 
of  which  Steradent,*  denture  care  experts,  are  the  market  leader  with 
a  dominant  54  per  cent  share. 

The  desire  for  a  modern,  easy  and  effective  answer  to  oral  hygiene 
has  seen  the  development  of  Steradent's  unique  denture  care  range.  -   

The  range 

The  most  recent  additions  to  the  range  include  Steradent  3  Minutes  and     Steradent's  consumer  booklet  -  Your  Guide  to  Denture  Care 
Steradent  Denture  Gel.  The  former  is  specifically  targeted  at  the  partial 

denture  wearer  because  it  perf  orms  a  complete  cleaning  action  in  just  The  competition 

three  minutes  making  it  ideal  for  those  who  may  not  want  to  remove       Steradent,  denture  care  experts,  are  offering  one  lucky  winner  the  chance  to 
their  denture  for  long.  With  7.7  million  partial  denture  wearers  in  the       win  £500  cash  in  this  exciting  competition.  Second  prize  is  £200  cash  and 
UK  this  is  a  key  development  in  the  Steradent  range.  third  £100. 

Steradent  Denture  Gel  is  particularly  suitable  for  denture  wearers      .    To  ente'>  ^P1*  an*wer  *e  fo!lowi"g  questions,  fill  m  the  tie-breaker 
.  .   .  i  t  ii  i      i  in  no  more  then  25  words  and  send  your  entry  to  Steradent  Competition, 

because  it  is  less  abrasive  than  most  normal  toothpastes  and  is  less       Chemist  &  Druggist,  Sovereign  Way,  Tonbridge,  Kent  TN9  1RW,  by 
likely  to  scratch  the  surfacjot  the  denture.  Minute  scratches  can  create      August  30,  1992. 
ridges  on  the  denture,  into  which  plaque  accumulates  more  readily. 

Alternatively,  customers  should  be  advised  to  soak  their  dentures       1-  How  many  partial  denture  wearers  are  there  in  the  UK? 
in  a  cleaning  solution  such  as  Steradent  Original  and  Minty  Flavour 

cleaning  tablets,  or  Steradent  Deep  Clean  cleaning  tablets  for  particu-  ,MI    j|K.  Illk.  ,  Nlcrai,, , ,  ,  hookk-i 

larly  stubborn  stains  and  tartar. 

The  range  is  completed  by  Steradent  Denture  Fixative  which 
provides  extra  confidence  and  perfect  control  when  eating  and  talking.       3.  What  company  has  endorsed  the  Steradent  range? 
Steradent  Powder  and  Steradent  Mouthwash. 

.....  ,  Tie-breaker:  Steradent  are  denture  care  experts  because 

Marketing  support 

Steradent  is  a  trusted,  established,  authoritative  and  profitable  brand  to 
stock.  It  is  backed  by  a  full  marketing  support  programme  that 
comprises  a  new  advertising  campaign  in  the  consumer  press  reflect- 
ing Steradent's  modern  and  practical  approach  to  oral  hygiene.  The  Steradem  .  ,  u..d.  m;„k 
campaign  will  run  until  the  end  of  the  year  and  on-going  sampling 
activity  will  keep  the  brand  front  of  mind.  Steradent  view  the  dental 
profession  as  a  key  source  of  advice  to  consumers  and  work  in  close 
collaboration  with  its  representing  bodies.  They  publish  a  number  of 
papers  and  the  most  recent,  'Dental  Care  for  Elderly  People',  was 
produced  in  conjunction  with  the  British  Dental  Association. 

Steradent  acknowledge  the  important  role  pharmacists  and  pharmacy 
assistants  have  to  play  in  advising  on  oral  hygiene  and  have  produced 
a  free  booklet  'Your  Guide  to  Denture  Care',  which  provides  clear, 
practical  advice  on  the  correct  oral  hygiene  procedures.  You  can  obtain 
free  copies  by  writing  to  Steradent  Information  Service,  15-17  i. 
Huntsworth  Mews,  London  NWI  6DD. 

The  booklet  is  distributed  to  dental  surgeries  and  hospitals  as  well  34 
as  direct  to  the  consumer  through  editorial  requests.  As  a  result,  5. 
consumer  demand  for  Steradent  continues  to  increase  generating  a  6 
healthy  rate  of  sale  and  good  profit  opportunities  for  the  pharmacist. 


Steradent 


'y'h'r  WW', 

All  entries  become  the  property  of  Reckitt  &  Co/man  Products  Ltd. 

The  competition  is  not  open  to  employees  of  Reckitt  &  Colman  Products  or  Benn 

Publications  Ltd. 

Closing  date  is  August  30,  1992. 

Reckitt  &  Colman  reserve  the  right  to  publicise  the  winner' s  name  and  photograph. 
The  judge's  decision  is  final  and  no  correspondence  will  be  entered  into. 
The  prize  must  be  accepted  as  offered.  There  is  no  alternative. 
For  a  full  set  of  competition  rules  please  write  to  the  competition  address. 


Denture  wearers  a  re  n't 


They're  younger,  wealthier  and  nearly  50%  only  wear  a  partial  denture  plate.  That's  why  Steradent'  is  investing  heavily 


in  innovative  products  specially  for  this  growing  market.  Modern  time-saving  products  to  suit  these  new  customer: 

what  they  use  d  to  be 


along  with  additions  to  our  stable  oj  top  performing  favourites  which  have  kept  us  the  uncontested  brand  leade 


£1,000,000  of  advertising  and  promotional  support  this  year  will  keep  Steradent  well  and  truly  front  of  mind.  Whicl 


means  your  sales  won't  be  what  they  used  to  be  either.  They'll  be  higher,  faster  and  more  profitable  than  ever  be/on 


